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50< per copy* '8 per year 



iADIO 



1 2 9 0 ON f I 



SPECIAL REPORT 
ON PROGRAMING 



page 25 



Hollywooil. YoucancfacSs 
film backlog dam, but 
have to know how 




You don'l need lalings, 
says Armstrong, opposite 
'$64,000 Question' 




CAL BILLING UP. 
LSE UP, TOO! 

OtMBEP '55 — JANUARY '56, TOOl 

T|E only 24 - HOUR MUSIC, 
i & SPORTS STATION IN OMAHA 



IS REIGN OF 
RATINGS OVER ? 



r.'..C3©Q[L 



ELUSIVE NATIONAL REPRESENTATIVES AVERY - KNODEL, INC. 

YORK CHICAGO LOS ANGELES SAN FRANCISCO DALLAS 



5000 WATTS — FULL TIME 



ATLANTA 



I 



Robert Hall puts $3 
million into radio-tv 

page 40 




That's maximum power 
in the rich market of 



RICHMOND 

Petersburg and Central Virginia 

In addition to top power, WXEX-TV has maximum tower height 
— 1049 ft. above sea level; and 943 ft. above average terrain . . . 
more than 100 ft. higher than any station in this market. WXEX- 
TV is the basic NBC-TV station; and there are 415,835 TV families 
in its coverage area. Let your Forjoe man give you all the details 
about this great buy. 




Tom Tinsley, President Irvin G. Abeloff, Vice-President 

Represented by Forjoe & Co. 



Biow billings Only one thing is certain as Biow Agency struggles through worst 
af $24 million series of crisis ever to confront top-billing shop: Milton Biow him- 
self is fighting mad, determined to come back. Agency had |44 mil- 
lion billings in 1955 (by SPONSOR'S estimate), 68% in air media. 
With loss of |7 million Pepsi-Cola account, $9 million Philip Morris 
account, possible departure of $3 million Hudson Paper and other 
losses, agency has about |24 million left. One big question: Where's 
John Toigo, agency executive v. p., going? Officially word at press- 
time was he stays with agency for present, possibly to continue 
working on Philip Morris account till May when it moves to N. W. Ayer. 

-SR- 

Lee links fee Look for renewed campaigning for and against fee tv now that FCC 
tv fo uhf plight Commissioner Robert E. Lee has suggested fee tv as way out for uhf 
stations. Lee feels it might take FCC 2 years to hash out fee tv 
issue for all stations, suggests uhf stations get go-ahead on fee tv 
right away to give them "leg up" in competitive scramble. He en- 
visions limit of perhaps 10% of time for fee tv with added proviso 
fee tv be barred where there is only one tv station. With proposal, 
Lee has linked complex fee tv question to bigger and even more com- 
plex issue, of allocations. It'll be field day for fee tv combatants. 

-SR- 

Media money to RKO's "The Conqueror," produced before General Teleradio purchased 
launch Conqueror Hughes' studio, will be launched with $1 million ad budget latter 

part of February. Film will hit 40 cities with 60% of budget going 
into spot radio and tv. More than 300 radio, 50 tv stations will be 
in debut act. Terry Turner, long with RKO and now with GT, is man 
behind saturation plan. FC&B is agency. 

-SR- 

Do they recall How do you make sure they remember the name of your product? Schwerin 
your brand? Research gives these tips based on its experience testing tv com- 
mercials: (1) Show product long enough and big enough — how long and 
how big depends on how well established brand is already; how easy 
it is to read name on package ; whether product has easy or hard name 
to recall. (2) Show package early in commercial, then demonstrate 
its features. (3) Make it easy to read name of product; if package is 
weak, try placing name alongside it as a legend. (4) Be careful 
about superimposing legends over product. You lose identity this way. 

-SR- 

Tv audit Long-awaited audit of tv circulation on continuous basis is step 
one step nearer nearer, NARTB announced, after tv board approved new tests of inter- 
view technique during West Coast meeting last week. After tests comes 
pilot study on national basis. Field tests by Politz in 2 markets 
showed NARTB technique worked well when compared with meters Politz 
installed as check. But more tests are needed to nail down technique. 
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Survey uncovers There's big move on to stabilize rates in radio. Daytime tv is 
radio-tv trends experiencing major upsurge. Innovations in network radio have not had 
much adverse effect on spot radio. These are some of highlight 
findings in survey made by Davis J. Mahoney Agency among 60 key radio 
and tv rep and station execs. Survey formed background for speech by 
Roger Bumstead, agency's media director before RTES Timebuying and 
Selling Seminar last week. Other findings: Securing "AA" evening tv 
adjacencies in spot tv is much tougher than in past, but can be done 
if started at right time of the year and with advance notice. There's 
small, growing trend for saturation buyers to stay on radio longer. 

-SR- 

Daytime tv hits Recent analysis by ARB (December 1955) breaks down early-morning tv 
male animal audience this way: 7:00-9:00 a.m., 21% men, 44% women, 35% children. 

Hours from 9:00-11:00 a.m. show 12 % men and from 11:00 a.m. to 5:00 
p.m. , 14% male viewers. Viewers-per-set is higher from 7:00-9:00 a.m. 
than at any other period up to 5:00 p.m. Figure is 1.90 viewers in 
7:00 to 9:00 period and 1.79 in 3:00 to 5:00 p.m. period. 

-SR- 

Turnover high Decline of soap operas on daytime tv has led to replacement with 
on daytime tv shows of high audience turnover, large cumes. New ABC TV "Afternoon 
Film Festival" follows that trend, permits reruns with low chance 
of same seeing film twice. (ABC proposes to rerun films 4 times over 
7 months.) Researchers calculated that if home viewed one of 
"Festival" films, chances were 36 to one it would not see it again. 
Probability figures indicated only 2.7% of potential audience (those 
viewing regularly between 3:00-5:00 p.m.) would see show second time. 

-SR- 

Summer reruns Further information on reruns comes from third Nielsen study on 
keep audience subject. Study confirms previous findings that reruns compare favor- 
ably wi th non-rerun shows during summer in length of viewing and 
share of audience. Nielsen compared 22 shows that reran during 
summer with 11-show non-rerun "control group," whose ratings matched 
those of first run of rerun group. Rerun group showed 7% decline in 
time viewed, while control group showed 9% decline in summer. Rerun 
group dropped off 5% in share of audience during summer while con- 
trol group dropped off 2%. 

-SR- 

Adman knifes Account supervisor with top NY agency takes current agency "marketing 
marketing tack approach" over coals, tells agencymen to make clients bigger through 
better advertising and stop being "frustrated marketing men." 
Criticism of agencies entering marketing field is that it will be 
accomplished at expense of creative advertising. For more of attack 
on trend, see "I say marketing is malarkey," page 34 of this issue. 

-SR- 

Film producers Tv film producers and distributors will participate in NARTB Tele- 
join tv Code vision Code (on an associate basis) under resolution adopted by 

NARTB Code Review Board meeting in Carmel, Cal. , Meeting Chairman 
G. Richard Shafto, Wis-TV, Columbia, S. C, said: "It becomes apparent 
. . . public appreciation for television programs can best be en- 
larged through a single code applicable to broadcasters of live 
programs and producers and distributors of film programs." 

(Sponsor Iteports conttnttes page 107) 
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HAPPY IS THE ADVERTISER WHO IS ON 




SPATINI 

SAUCE MIX 




THE PAT & JACK SHOW OVER WPEN-THE 




HIGHEST RATED FOOD MERCHANDISING 




COFFEE 




nt^l BE LUXE 




PROGRAM IN THE PHILADELPHIA AREA 



dial 
950 



Represented nationally by Gill-Perna, Inc. 

New York, Chicago, Los Angeles, San Francisco 
*Pulse: Sept. -Oct. 1955 



The frowns on the advertisers below ore because they 
couldn't buy participations in the show. It's now SOLD OUT. 
We'll be happy to put you on the waiting list, however. 



THE 
PAT & JACK 
SHOW 

9:05-10 A. M. Daily 
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ARTICLES 



THREE CITY PROGRAMMING REPORT 



I. iioUtfwoofl: You can crach the dam 

Release of feature film backlog changes movietown thinking, benefits advertisers. 
Studios to produce more feature-length television films 



2. iVeiu York: Hotv shows are horn 

Candid look at network programing gives behind-the-scenes knowledge of hows 
and whys of show selection, allows agency-client planning 



3. Lontlon: U.S. (idiiiaii reports on Rritish tv 

After five months of commercial tv in London, a New York agencyman views 
programing and possibilities for American advertisers abroad 



f say inarheting is mtiliirhey 

Last year's fad was motivational research, this year it's marketing, says out- 
spoken adman who feels agencies should stick to advertising 



Yoli ilon't need ratings to yet results 

Armstrong's "Circle Theatre" gets good audience response, dealers are enthusi- 
astic over program, sales are up — despite stiff competition 



Tliere's more to radio and tv research 

SPONSOR supplies facts behind the figures of one rating organization, tells 
how it has fared In shifting from standard rating techniques 



Robert Hall puts $3 million into tv-ratlio pattern 

Pipe racks from little antennas grow as clothier channels 60% of 1956 adver- 
tising budget to the broadcast media in current drive 



26* 



2« 



31 



34 
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38 



40 



COMING 



nollyivoofl branch admen really have problems 

There's only one hour in the day during which Hollywood ad agency branch 
managers can speak with their Madison Avenue counterparts. It's just one pill 
the California exec must swallow as a result of national separation 20 Feb. 

Say tvhat you want, marketiny is here to stay 

SPONSOR'S Ben Bodec, author of SPONSOR'S "The Advertising Agency in 
Transition" series, hits back at agencyman who claims in current issue that 



'Marketing is Malarkey." 



20 Feb. 



DEPARTMENTS 



AGENCY AD LIBS 

AGENCY PROFILE, Charles V. Skoog 

49TH & MADISON 

MR. SPONSOR, Murray Vernon 

NEW & RENEW 

NEW TV STATIONS 

NEWSMAKERS 

P.S. 

RADIO RESULTS 

ROUNDUP __ 

SPONSOR ASKS 

SPONSOR BACKSTAGE 

SPONSOR SPEAKS 

TV COMPARAGRAPH 

TIMEBUYERS 

TOP 20 TV SHOWS 
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COLUMBIA PACIFIC RADIO NETWORK than 

with any other single medium . . . including all other 
regional networks, represented by cbs radio spot sales. 



CASE HISTORY-AUTOMOTIVE 





Los Angeles Radio 
Saturation Builds World's 
Biggest Buick Agency 

In business three years — today the biggest 
Buick dealer in the world. 

First month in business, 57 new car sales — 
today, monthly average 10 times that. 

That's the short but stirring saga of Ed James 
and his ll-acre "Jamestown" in downtown 
Los Angeles. 

There's one constant element in James' suc- 
cess story: he saturates Los Angeles area car- 
buyers by saturating independent radio. 

Ed James' sparkling jingles are on KBIG every 
day . . . have been for the past three years, 
telling listeners why volume sales, volume 
savings make "Jamestown-Bulcktown best 
place to buy your Buick." 

Huge, sprawling, rich Southern California 
can be reached best by radio . . . KBIG plus 
other stations if, like Ed James, you want 
100% dominance; KBIG alone, if you want 
the greatest coverage at lowest cost-per- 
thousand listeners. 

Any KBIG account executive or representa- 
tive will be glad to give you the complete 
published story of Ed James' radio success. 






JOHN POOLE BROADCASTING CO. 

6540 Sunset Blvd., Hollywood 28, California 
Telephone: HOIIywood 3-3205 

Nat. Rep. Robert Meeker & Assoc. Inc. 




Morjorie Freeman, N.JT. Aver, New York, 
says that evening radio still has an attractive 
audience which advertisers tend to ignore. "Not 
everyone has access to or interest in a solid block 
oj tv programing," she adds. "There's no question 
but that the audience at night is diminished. Yet 
too many stations still maintain Class A rates based 
on 1947 audience figures, and thus discourage 
advertisers and timebuyers alike. One solution 
might be an all-hours card which hits a happy 
medium between Class A and Class B. Evening 
time d.jJs particularly in smaller markets get 
substantial numbers of loyal listeners. It would 
help buyers if there were more precise audience 
break-downs to show who these listeners are 
rather than show ratings only." 



Bernard Singer, Harry B. Cohen, Neiv York, 
feels that "golden hours could be saved if only 
there were uniformity in station rate cards — 
particularly in tv." He points to the great e waste 
of time often implicit in interpreting some rate 
cards as they now stand. "Often agencymen have to 
make frequent calls to reps to clear up certain 
ambiguous points, and this process can slow up 
the works on a big campaign." He things that the 
time saving would extend fust as much to reps and 
stations. If rate cards were similar in format 
and information on rates complete, the time spent 
on preparation of estimates and contracts could 
be cut down materially. "Timebuyers think of 
saving time," says he, "as well as of buying it." 



Sylvatt Taplittger, radio-tv director, Hirshon- 
Garfield, New York, says its up to agencies to over- 
come client prejudice in radio buying "Every- 
one's crowding into early morning and 4:30-7:00 
p.m. to the point of diminishing returns," he 
explains. "Sometimes, one gets the feeling that 
many advertisers don't listen to their announce- 
ments or they'd find that they may be getting 
bigger audiences in those time periods, but they're 
losing in impression and identification because of 
the double- and triple-spotting. A large-budget 
advertiser particularly would be much better off 
working on cumulative audiences by spreading his 
announcements through the day and evening too, 
and making a harder impact upon fewer people 
at a time. Too many are buying theory on paper." 
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RCA Pioneered and Developed Compatible Color Television 




A "3 V" ! 



pple lens system added to RCA "3V" 
ilm Camera picks up live-action color 



i 



ommercials...and color opaques of all kinds 



low you can go to "live" color in the least expensive way imaginable. 

RCA engineers have worked out an extension lens system which 
In be used with any RCA "3V" Camera to pick up all kinds of product 
Isplays . . . live ... in action ... in highest quality color. And the 
Ime system can be used for televising color opaques in the simplest 
>ssible manner. 

roducts to be colorcast are set upon a small, fixed stage (as shown on 
>posite page). Any type of action which can be carried out in a 
lited area is practical. You can turn products around, upside down, 
. . show liquids foaming . . . real bottle pouring . . . use of tools 
. appliances in operation . . . wind-up toys in action ... all kinds 
animation. 

■lor opaques can be artwork, charts, maps, diagrams, magazine pages, 
■imic strips. They can be mounted on an easel, on a flip-over stand (as 
lown at right), or held in the hand. You can use artwork or catalog 
lustrations and thus avoid making slides. Color rendition is nearly 
irfect; there are no density problems as with color slides. 

)th products and opaques are televised in the open ... in fully lighted 
iKjms. No need for light covers or strobe lights. Pictures have high 
solution inherent in vidicon type camera. Picture quality and color is 
^ual in every way to that attained with studio type color cameras. 

svelopment of a push-button operated 4-input multiplexer makes it 
kissible to use an RCA "3V" camera for televising "live" color com- 
mercials, color opaques, color transparencies, color slides and color 
Ims. Such an arrangement provides maximum usefulness of equip- 
lient — gets you into color in the fastest and least expensive way. 

Ind remember, the RCA "3V" Film Camera System is the .system which 
Sost broadcast engineers believe to be the best. 




Color opaques in series, at a flip of the wrist. 



For complete technical information on the new RCA "3V" 
Color Film System, call your RCA Broadcast Sales Represen- 
tative. In Canada: write RCA VICTOR Company Ltd., Montreal. 




RADIO CORPORATION of AMERICA 

BROADCAST EQUIPMENT, CAMDEN, N. J. 




Live color commercials with a minimum of props, 
showing hands, etc. 






r-, cap**** 

RADIO KPQ GETS 

Results . . . 

2 1 

And We Challenge All 
Other North Central 
Washington Media 
To Disprove Us! 

Yes, that's a strong state- 
ment, but we are prepared to 
back that claim to the hilt 
. . . with money on the line 
if necessary. 

Perhaps it's our captive 
market, with our surrounding 
curtain of mountains that 
eliminates outside radio and 
TV penetration; or perhaps 
it's simply that we have out- 
standing audience appeal. 
Regardless of the reason why, 
our ARBI rating of 3.6 is 
one of the highest in the 
nation. 

So if you're buying — or 
plan to buy — the heart of 
Washington State, why waste 
money testing? Use the 
ONE MEDIUM that pro- 
duces 2 to 1! Use KPQ 
Wenatchee. 
AN ABC-NBC AFFILIATE 








560 K.C. 
WENATCHEEl 
WASHINGTON 



"Apple Capital of the World" 

REGIONAL REPRESENTATIVES 
Moore and Lund, Seattle, Wash. 

NATIONAL REPRESENTATIVES 

Forjoe and Co., Incorporated 

(One of the Big 6 Forjoe Represented 
Stations of Washington State) 




by Bob Foreman 

Aihnen tvidh to bank through vale of tears 

It can't fail to occur to even the most heart-hardened that 
this business of doing television, live and on film, is rough on 
the performer, a thought that struck me forcibly the other 
evening as I was watching a lovely young lady announcer 
standing before the cameras, hour after hour, rehearsing and 
re-rehearsing what must have appeared to the home audience 
later as the most effortless of commercials. Again and again 
she had to deliver the same lines and hold up the same jar 
and pat the same lock of hair and each time she played the 
part to the hilt; not once did she grumble or kid around or 
fly off the handle, reactions to the tedium and drudgery of 
what she was doing which might have seemed appropriate. 

This stoic lass made me think of what I had heard H. V. 
Kaltenborn say only a few days before on Person to Person 
about his own personal distaste for the medium — in contrast 
to the simple pleasure of doing radio. H. V. doesn't like 
doing tv, to put it mildly. 

I used to spend many enjoyable business hours in radio 
recording studios way back when Fibber's closet was the top 
yok in the entertainment world. Two of us and an engineer 
(plus performers, of course) — that was all it took as far as 
people go. And people went a lot farther then while having 
real fun doing it. 

Today Mammon alone knows how many people it would 
require to produce similar lengths of copy for the home 
screen. A film chap I know, conjuring up this same thought 
once kept a list of how many folks got their hands into a 
filmed chainbreak he was doing. I think he lost count at 

(Please turn to page 51) 

H. V. Kaltenborn interviewed on Person to Person found tv a strain, says Foreman 




10 



SPONSOR 





re 



COMPLETE 



SALES 
SERVICE 



^onentd'^P'°/The products 
, -J Mores. _ ,DonS 



TyP 



tiser o 
elcly- ^' 



„, sp«»"*°' calling 



weeK 



nd one prog;- J„^„oonce-;--^^^^ 
of odvertise'^ 



on-*he-o" : Retoilers 



oHention to^^^^e disploy',y owor_e^_^^, 



il o 



nd personoi 



pro 



docts 





oc''o„ 



o// 



• • from before the telecast 
• ••until the product is sold 

KCMC-TV is constantly working for the advertiser! Building, maintaining an audience 
of over half a million . . . pre-selling the product with promotion . . . pushing sales with 
aggressive merchandising! _ ^^,5 ,5 FORMULA THAT HAS GIVEN 

KCMC-TV UNMATCHED ADVERTISER AND 
AUDIENCE ACCEPTANCE IN 161.680 TV 
HOMES IN FOUR STATES. 




t*!'^'*^-^^''''^ .„.ci»i- f'.c'^jho-.^ „v tear- 



Television Magazine, Jan., 1956- 
YOU GET MORE THAN JUST 
TIME WHEN YOU BUY THE 



Powerhouse of 

the Southwest 



100,000 
WATTS 



Richard M. Peters 

O/Vecfor Nafional Sales 
and Promofion 



KCMC-TV 

CHANNEL 6 

TEXARKANA, TEXAS-ARKANSAS 

Reprejenfec/ By 
Venard, Rintoul & McConnell, Inc. 



CBS • ABC 
INTERCONNECTED 



Walter M. Windsor 

General Manager 



Tve got 



news 




.. .gathered from everywhere 
by wire and special 
correspondents . . . edited by 
the WEMP news department 
of four full-time newsmen under 
the direction of Don O'Connor . . . 
and presented 38 times daily, 
every day, on WEMP. 
Yes, regular newscasts on the 
half hour, special bulletins 
throughout the day, on-the-local- 
scene-reports from our two news 
trucks keep Milwaukeeans 
"in touch" with things, and radio 
dials set at WEMP. This happy 
habit adds up to the fact that your 
clients can more effectively get 
"in touch" with Milwaukee through 
WEMP. Get the story from our reps. 




Milwaukee's Best Buy 



WEMP 



5000 Watts at 1250 
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MADISON 

SPONSOR invites letters to the editor. 
Address 40 E. 49 St., New York 17. 

MARKETING MEMOS 

I was very much interested in the 
marketing articles in sponsor ... if 
reprints are available, I should like 
very much to have a set. 

Leonard Carlton 
Kenyan & Eckhardt, Inc. 
New York, N. Y. 
In connection with your marketing 
series, I hope you will make reprints 
available. If you do, we would like 50 
copies. This has been one of the most 
important series of articles SPONSOR 
has yet run. 
' Alfred L. Hollender 

Fi'ce president 
Grey Advertising Agency 
New York, N. Y. 
We find your articles on Agency in 
Transition to be of great interest. I 
would like reprints of this series. 

Howard S. Shepard 
' Radio-Tv Dept. 

BBDO 

New York, N. Y. 

# 16-page reprint of first four articles now in 
I preparation. Single copy 35o; 10 to 49 copies, 
I 30c each ; 50-100 copies 25c each. 



1935-1955 . . . 20 years of service to Milwaukee ' Represented nationally by Hcadley-Reed 



CORRECTION 

In sponsor's issue of December 26th 
under "Broadcast industry executives," 
you carried an item which, to put it 
mildly, was a tremendous surprise both 
to Fred and to me: "Dorothy Rabell, 
former affiliation KSON, San Diego, 
new affiliation Sterling Television, New 
\ork, sales manager." 

While we did not see this, since we 
were out of town, believe me we have 
heard a great deal about it. Our many 
enemies in the business are calling our 
new friends and saying, "I see Fred 
and Dottie finally split up," and our 
friends are calling Fred and saying, 
"What happened?" 

Since the people who know us in the 
business are well aware that this sta- 
tion has always been a husband-and- 
wife team operation, your item is em- 
barrassing. Please take immediate steps 
to run a correction. 

Dorothy Rabell 
Executive Vice President 
KSON, San Diego, Cal. 
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"SEE- PAY" TELEVISION! 



2,770,528 
People, 





• 




0 

« 
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495,000 
TV Sets 




(As of Oct. 1, '55) 



in Kentucky 
and Indiana^ 

VIA 





WAVE-TV 



CHANNEL 



3 



LOUISVILLE 



Reaching As Many Families in Its Kentucky 
and Indiana Area As: 



Affiliated with NBC, ABC, DUMONT 



SPOT SALES 

Exclusive National Representatives 
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26 Daily Netvspapers Combined! 

115 TFeekly Neicspapers Combined! 

12 Leading General Magazines Combined! 

16 Leading Farm Magazines Combined! 

14 Leading Women^s Magazines Combined! 

All Home and Fashion Magazines Combined! 

13 




More national spot advertisers 
choose KiNG-TV than any other 
station*. . . nationwide. 



Rorabaugh, 1955 
* Multiple station markets 



Channel 5— ABC 
100,000 Watts 
Ask your BLAIR TV Man 



FIRST IN SEATTLE-TACOMA 



KiNG-TV 

\ 





20 top 
pulse rated 
programs 
day and 
night 




CBS for CENTRAL OHIO 



ASK 

JOHN BLAIR 



radio 

COLUMBUS, OHIO 



BRITISH TV 

As you know, coniniercial, or inde- 
dependent television was launched 
with a great banging of the drum on 
23 September. 

Now after just a few months. I think 
it is fair to say that the new medium 
has gained a firm foothold in the Lon- 
don and Home Counties area. The au- 
dience, however, is small — not more 
than 500,000 families at the most; but 
the indications are that it will grow 
rapidly, and that when the Birming- 
ham and Manchester studios open fin 
February and about April, respective- 
ly), the figure may reach some two 
million. 

Nevertheless, commercial tv here is 
not having an easy passage, largely 
because advertisers have no say in 
programs at all. Some of them feel 
they are getting little return from a 
medium which, at the moment is yield- 
ing so low an audience. 12 advertisers 
have already withdrawn. 

All in all, the initial results are 
somewhat below expectations, and 
there is likely to be increasing pres- 
sure by commercial interests for the 
relaxation of the stringent rules gov- 
erning advertising, which Parliament 
insisted upon incorporating in the Tel- 
evision Act. We may — who knows — 
see American-style sponsored tv yet ! 

Bryan Samain 
London. England 



THEIR OWN SOLUTION 

We are not in accord with the em- 
phasis on cost-per-thousand; hence, 
we came up with what we think is a 
practical date-finder. Example of same 
is attached and perhaps you will find 
use for it when you are looking for 
dates of cycles of time. 

Red Quinlan 
Vice president 

American Broadcasting Co. < 
Chicago, III. 




* The WBKB "Expiration Date I'indrr" (heavy 
plastic with relophane-typc overlay) ean be ob- 
tained free by writing to Red Quinlan. 
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HERO: 

one of a series of paintings 
of Washington by William Walton 
commissioned by WTOP Television 

at Broadcast House, Washington, D. C. 

Represented by CBS Television Spot Sales 



HERO by William Walton. 

Third of a series of paintings of Washington 

commissioned by WTOP Television 

at Broadcast House, Washington, D. C. 
Originally published in Broadcasting-Telecasting, 
January 9, 1956. 

Reprints of this series available on request. 



IMWiClI 



by Joe Csida 

Will net program control end shotv pachagers? 

Program control has always been a subjeet that has held 
substantial fascination for me. To the advertiser, and cer- 
tainly to the agency, who control the program which sells the 
merchandise, it is naturally of great consequence. There is 
little question that from the peak days of aural broadeasting 
to today there have been significant shifts in program con- 
trol. When radio was riding high the majority of important 
shows were completely under the control of the advertising 
agencies. As tv has developed, the networks (and particu- 
larly NBC and CBS) have sat themselves firmly in the driv- 
er's seat of that giddy, jet-speed vehicle called programing. 

I've kicked this subject around with quite a few agency 
and network people in recent months. What surprises me 
most is their feeling that the independent paekager is more 
or less doomed to disappear from the programing scene. My 
own research into this phase of programing doesn't support 
that opinion at all. 

The most obvious example, of course, of how potent a 
packager can be in the show sweepstakes is the Louis G. 
Cowan operation. Too much has already been written on 
"64" and The Big Surprise to require further eomment 
here. It is my guess that the Cowman office as a packaging 
operation will be coming up with shows that sell merchandise 
for a long time. And certainly there is little likelihood that 
any benefits will be held in the near future for the Goodson- 
Todman office. 

But most important of all is that on a somewhat less spec- 
tacular, yet consistently solid level, alert, ingenious and hard- 
working packagers are producing shows both in radio and tv, 
local and network, daytime and nighttime which are getting 
audiences and moving goods for sponsors. The Wilbur Stark- 
Jerry Layton office, for example, produees Modern Ro- 
mmices for Colgate-Palmolive, five days a week, via NBC 
TV. In its own quiet way "Romanees" draws substan- 
tial numbers of exactly the kind of audience CP is seeking 
and selling. I had occasion last week to sit in on the show a 
couple of days. I've never seen a more tightly organized, 
more efficient operation in the dramatic field. Sheldon 
"Tom" Reynolds directs the daytime drama with an unex- 
cited, yet firm touch which gets maximum values out of the 
simple, moralistic weekly tales and convincing, plausible, 
occasionally even stirring thesping out of the actors. A gent, 

[Please turn to page 58) 
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FIRST IN A SERIES 




makes a 
radio station 

Ask the listener. He'll say: 
good listening. 

Ask the advertiser. He'll say: 
results. 

The radio station that pro- 
vides good listening and result- 
ful advertising has achieved the 
hallmark of greatness by the 
standards of America's system 
of radio broadcasting. 

On WFAA, the great radio 
station of North Texas, results 
mean a tremendous volume of 
sales, year after year. Adver- 
tisers use WFAA to sell suc- 
cessfully everything from bacon 
to automobiles . . . flour to 
shaving cream. 

That's because more people 
in 1 II counties listen to WFAA 
than to any other radio station.* 
They like old favorites like the 
Early Birds. They like WFAA's 
fresh new ideas in program- 
ming So they keep listening . . . 
and buying. 

See your Petry man. 



'Source: 1955 Whan Study — A. C. 
Nielsen N. S. I. 




^ Now completing its 26th consecu- 
tive year. Oldest live talent break- 
fast hour show in the U. S. 



WFAA 



SOOOOWATT* SOOOWATT* 

DALLAS 
NBC • ABC- TQN 



American radio station 

Edward Petry & Co., Inc., Representative 
• •••••••••••••• 
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New quarterly Hnnper documents 
WTIX's incrcasiuq leadership in New Drieans 

Out of 44 quarters in the average radio day .... 



WTIX has 


23 firsts 


19 seconds 


2 thirds 




WTIX widens the gap! 




Station "A" has 

(50,000 watt net) 


15 firsts 


3 seconds 


11 thirds 


Station "B" has 


6 firsts 


3 seconds 


7 thirds 



111 fact WTIX is the only station with nothing but 
win, place and show in all quarter hours. 

Current iirst place Ilnoi^er share of audience: 21.2%**. Second 
Station: 18.0%. Third station, 11.3%. ^[y, how listening habits 
of a lifetime have been overturned in New Orleans. And how buy- 
ing habits are keeping pace. 'I'alk to Adam Young, or WTIX 
General ^Manager Fred Berthelson. 

'Hooper Continuing Measurement of Broadcast Audience, Oct.-Dec, 1933 
''Hooper average share of audience, 7 a.m. -6 p.m. Mon. Fri. Dec. 1933-Jan. 1956 



CONTINENT BROADCASTING COMPANY 

President: Todd Storz 



New Orleans 16, La. 



WHB, Kansas City 
Represented by 
john Blair & Co. 



KOWH, Omaha 
Represented by 
H-R Reps., Inc. 



WDGY, Minneapolis-St. Paul WTIX, New Orleans 
Represented by Represented by 

Avery Knodel Adam J. Young, jr. 
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iVeir and renew 




I 
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I. New on Radio Networks 



SPONSOR 



AGENCY 



STATIONS 



PROGRAM, time, start, duration 



3II Bros, Munsey, lindiana 

satrice Foods, LaChoy div, Chi 



ristol Myers, NY 

algon, Pittsburgh 

amp?na Sales, Batavia, III .. . 
ampbell Soup Co, Camden, N| . 

urtis Circulation Co, NY 

ixie Cup, Easton, Pa 

romedary 

eneral Foods, White Plains, NY, 
eneral Foods, White Plains, NY 
eneral Foods, White Plains, NY.. 



azel Bishop, NY 

iplinger Agency, Wash .... 

lymouth Motors, Detr 

lymouth Motors, Detr 
i-Tips, Inc, L.I. City, NY . 



leep-eze. Long Beach, 

ta-Nu. Chi .. 

rue Magazine, NY 



Calif 



-Appelgate Adv, Munsey, ABC 

Indiana 

-Foote, Cone & Belding, Chi . ABC 

-DCSS, NY ABC 

-Ketchum, MacLeod & Grove, ABC 
Pittsburgh 

^Erwin, Wasey, NY CBS 

Ogiivy, Benson & Mather _ CBS 

. BBDO, NY _ NBC 

. Hicks & Creist, NY ABC 

-.Ted Bates, NY ABC 

.Y&R, NY ABC 

Y&R, NY ABC 

Y&R, NY . . CBS 

Spector, NY .... CBS 

. Albert Frank-Cuenther Law CBS 

N. W. Ayer, Phila CBS 

N. W. Ayer, Phila . .. . CBS 

L. C. Cumbinner, NY ... . NBC 

M. B. Scott, West Hywood ABC 

Lester L. Jacobs, Chi .. ABC 

.direct MBS 



204 
204 
195 . 



90 

134 
156 
204 
204 
195 



.Breakfast Club; M-Th 9:05-9:10 am; 21 Jan 

Breakfast Club; W 9:35-940 am, Th 9:15-9:20. F 

9:20-9:25; 7 March 
Breakfast Club; M 9:55-10 am; 2 Jan; 13 wks 
Breakfast Club; W 9:15-9:20 am; 15 Feb 

House Party; T 3-3:15 pm; 17 Jan; 19 wks 

Aunt Jenny, 1/2 sp'ship T, Th 2:45-3 pm; 5 Jan; 13 wks 

Weekdays; 3 parties; 1 24-1/25 

Breakfast Club; Th 9:55-10 am; 5 March 

When A Girl Marries; opening seg W 10:30-10:45 am; 

4 Jan; 13 wks 
Breakfast Club; T 9:25-9:30 am; 3 Jan; 13 wks 
Breakfast Club; M, W, F 9:10-9:15 am; 9 Jan 
Wendy Warren and the News; 5 min seg T, W, Th 

12-12:15 pm; 3 January; 52 wks 
Road of Life; M-F 1-1:15 pm; 2 Jan; 52 wks 
Sidney Walten Show; S 9:15-9:30 am; 15 Jan; 52 wks 
Amos and Andy; 5 min seg M, W, F 16, 18, 20 Jan 
Jack Carson Show; T, Th 17th, 19th Jan 
Mary Margaret McBride; M-T 10-10:05 am; 18 Jan; 16 

wks 

Breakfast Club; T 9:15-9:20 am; 10 Jan 
Breakfast Cub; M, T 9:55-10 am; 19 Jan 
Multi-message; T 8-8:30 pm; 17 Jan, 24 Jan; Th 8-8:30 
pm 19 Jan, 26 Jan 




2. Renewed on Radio Networks 




lames A. 
Stabile <3) 



SPONSOR 



barter Products, 
.ever Bros, NY. 



NY_ 



.ongines-Wittnauer, NY 

.ongines-Wittnauer, NY . 

Metropolitan Life Insurance Co, NY . ... 
iafeway Stores, table products div, San 
Fran . 



AGENCY 


STATIONS 


Ted Bates _ 


.. NBC 195 


JWT, NY 


CBS 196 . 


Victor A. Bennett, NY . 


CBS 59 


Victor A. Bennett, NY 


CBS 59 


Y&R, NY 


CBS 32 


Hoefer, Dietrich & Brown, 


ABC . 


San Fran . .. 




Ruthrauff & Ryan, Chi 


. CBS 198 



PROGRAM, time, start, duration 



^Monitor; 1 Jan; 13 wks 

Arthur Godfrey Time; M, W, alt F 11-11:15 am; 2 
Jan; 52 wks 

News and Analysis; M-F 7-7:05 pm; 3 Jan; 13 wRs 
Symphonette; S 2-2:30 pm; 2 Jan; 52 wks 
Allan Jackson News; M-F 6-6:15 pm; 2 Jan; 5 wks 
No School Today; Sat 10-10:30 am; 52 wks 

Gene Autry; S 6-6:30 pm; 25 December 55; 52 wks 



3. Broadcast Industry Executives 



NAME 



FORMER AFFILIATION 



NEW AFFILIATION 




Mortimer 
Weinbach 



3ene Accas 

lames E. Bailey 

George M. Baillie _ 

.ionel Baxter 

Robert Blake 

Oeen H. Brooks 

T. Carlsen 

Byington F. Colvig 
ferry Cowling 
Steve Crowley 



A. W. Dannenbaum, Jr.. 

Edward F. Evans 

Michael J. Foster 

Robert E. Gips 

Cordon Grannis 

lames L. Greenwald 



Herbert Groskin 

Dan C. Guthrie 

Ken Hildebrandt 

Clarence H. Hopper 

George Jenkins 

John Kreiger 



_ABC, NY, sales development director 
_WBRC, Birmingham, vp and mng director 

_A. C. Nielsen, NY, local research 

_WBRC, Birmingham, sales manager ... 

..CBS TV, NY, press Info, special projects director 

_WTRF, Wheeling, West Va 

. KSFO, San Fran, acct exec __ 

_WXIX, Milwaukee, acct exec 

. Cambridge School of Radio and TV, Boston, director 

-KGO, San Fran ^ , 

_WPTZ, Phila, Commercial mgr . .. 

_A. C. Nielsen, NY, local research .. 

CBS TV, NY, press relations mgr 

Mel Gold Productions, NY, production supervisor 

. KOVR, San Fran, promotion director . 

.. Product Promotions & Merchandising, NY, 

sales and adv promotion director . . .. 

WFLN, Phila, sales . 

KROD-TV, El Paso 

..KYA, San Fran, sales mgr 

CBS, NY . 

..WRBL, Columbus, commercial mgr 



Stephen B. Labunski _ 
Robert F. Lewine . 
Donald A. Loughnane 
Albert R. McLaughlin 
John McMinn 



Vincent Melzac 

Joseph D. Payne 

Sfephen R. Rintoul, Jr. 

Philip A. Roewe 

James Russell 

John C. Sebastian 

James A. Stabile 

Fenton Taylor, Jr. _. 

Jerry Thompson 

Western A. Todd 

lack Tompkins 



Ray Trent 

Don Tykeson 

James A. Washburn 1 

Mortimer Weinbach _ 

Nome West 

Ted Wolf _ 



WHB, Kansas City, sales 

. Hirshon-Garfield, NY, rad-tv director 

WTIX, New Orleans .. _ 

KPTV, Portland, continuity director _ 

WFAA-TV, Dallas 

TPA, NY, acct exec 

George P. Hollingbery, NY, acct exec 
Time Magazine, NY, merchandising 
WKDA, Nashville 



CBS, film sales, NY . .. 

. ABC, NY, business affairs director 

Ruthrauff & Ryan, NY, acct exec . 

. WJRD, Tuscaloosa .. 

. Life Magazine, NY - 

. KCMC-KCMC-TV, Texarkana, Texas, farm service 

director ... 

_KDUB-TV, Lubbock, Texas, program director 

. KPTV, Portland, sales mgr 

KONA. Honolulu 

ABC, NY, director of personnel and labor relations 
..KOVR-TV, Stockton, Calif 

. KXOB, Stockton, Calif ^ 



_TVB, NY, director of operations 
. WSPD-AM, vp and mng director 

-Same, acct exec 

Same, mng director 

.Same, Hywood office 

WSAZ-TV, Huntington, West Va, color prod coordinator 

KGDM, Stockton, Calif, general sales mgr 
CBS TV spot sales, sales promotion director 
WCOP, Boston, acct exec 
. KSFO, San Fran, sales staff 

Same, asst general mgr of rad-tv 
Same, acct exec 

ABC, NY, vp in charge of press info and adv 
Same, vp in charge of production 
Same, acct exec 

Katz Agency, NY, nati sales rep 
WCAU, Phila, acct exec 

KPAR-TV, Sweetwater-Abilene, Texas, station mgr 

KMYR, Denver, sales mgr 

Same, vp in charge of production services 

Same, natI sales mgr 

KDUB, Lubbock, Texas, mgr 

WDGY, Omaha, general mgr 

ABC, NY. vp and program director 

WDGY, Minn., program director 

Same, promotion mgr 

KBST-TV. Big Spring, Texas, sales mgr 

Same, asst to president 

Same, Detr, mgr 

Venard, Rintoul & McConnell, NY 
KPDQ, Portland, Ore, sales mgr 
WBAL, Baltimore, sales 
Same, publicity director 
Same, vp 

Erwin, Wasey, LA, acct exec 
WAPI, Birmingham, acct exec 
WFBR, Baltimore, local sales 
KWTV-KOMA, Okia City, farm director 
KOMA, OkIa City, asst farm director 
Same, asst mgr 
Same, natI sales mgr 
KONA-TV, Honolulu, program mgr 
Same, vp 

Same, prom-publicity director 
KGDM, Stockton, Calif, sales 





Ken Hilde- 
brandt (3) 




Norrie 
West (3) 
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\ fir ami rf-new 



Cordon 
Crannis (3) 



Robert E 
Cips (3) 




Donald A. 
Loughnane (3) 




Albert R. Mc- 
Uughlin (3) 




limes L. 

Creenwald (3) 



4. Advertising Agency Personnel Changes 



NAME 



FORMER AFFILIATION 



NEW AFFILIATION 



Andrew Armstrong 

Allan Black 

Clen Bammann 

Frank Brady 



Harry Bressler 

Sanford D. Buchsbaum 

Draper Daniels 

James R. DeFoe 

Edgar J. Donaldson 

Herbert G. Drake 

Richard E. Cauen 

Joseph Goodyear 

Joseph M. Greeley 

Chester Herzog 

William R. Hesse 

Thomas S. Jennings 

Breckenridge Jones 

H. George Kaufman 

Sanford H. Margalith 

Frank L. McKibben 

James J. O'Neal 

Alberto Ortega 

William J. Pringle 

George L. Randall 

Malcolm Reybold 

Armand E. Rivchun 

Arthur Rubloff 

Walter W. Stumpe 

William D. Tyler 

Karl F. Vollmer 

James E. Weber 

Harry J. Wendland 

Austin L. W/man ____ 
William T. Young 



-Leo Burnett, NY, plans supervisory committee 

-BBDO, NY, producer-wrtr 

_McCann-Erickson, Cleve 

-Harry B. Cohen, NY, vp in charge of mkting 

.McCann-Erickson, NY 

_E. T. Howard, NY 

. Leo Burnett, NY, vp and cpy supervisor 

.BBDO, Cleve, cpywritr 

.WSYR, Syracuse, production supervisor 

.J. Walter Thompson, NY, vp 



_Y&R, Chi, public relations mgr and acct supervisor 

_Gaynor, Coleman, Prentis & Yarley, NY 

_Leo Burnett, NY, vp in charge of mkting 

..B-B-T, NY, acct exec 

_BBDO, NY, vp and acct supervisor 

-Roy S. Durstine, NY, media dept 

-Colgate-Palmolive, Jersey City 



. David R. Doniger, NY, special events director 

Paul Lefton, Phila . . 

-Dan B. Miner, LA, acct exec 



— D'Arcy Adv, St. Louis 
_Foote, Cone & Belding de Mexico, Mexico City, mgr 
_Foote, Cone & Belding, LA, vp and director 

— Foote, Cone & Belding, NY, acct exec 

Compton, NY 

_SSCB, NY _ 



-Arthur Rubloff, Chi, chairman 

-Kroger Co, Cinn, buyer . _ 

-Leo Burnett, NY, vp in charge of cpy dept 

-Y&R, Chi, copy _ .. 

-Leo Burnett, NY, vp and acct supervisor _ 
-Edward S. Kellogg Co, La 



-Leo Burnett, NY 



-Same, creative services hd 

-C. J. LaRoche, NY, producer-writr 

..Marschalk & Pratt, NY, rad-tv business mgr 

-Same, vp in charge of acct mngment 

-DCSS, NY, rad-tv cpy chief 

-Same, tv director 

Same, mbr of plans board 
-Geyer Adv, NY, rad-tv dept 
-Ketchum, MacLeod & Grove, rad-tv director 
-Ted Bates, NY, vp and acct exec 
-Same, vp 

_Ted Bates, NY, press dept 
. Same, director 

. Norman, Craig & Kummel, NY, acct exec 

. Benton & Bowles, NY, vp and acct supervisor 

. Same, media director 

-McCann-Erickson, NY, merchandising 

-Emil Mogul Co, NY, acct exec 

-Zimmer, Keller & Calvert, Detr. 

-Stromberger, LaVene, McKenzie, La, sr acct exec 

-Same, NY, vp and acct supervisor 

. Same, vp in charge of all Latin American operations 

-Same, plans board chairman 

-Goodman-Anderson Adv, LA, business development mgr 
-McCann-Erickson, NY, merchandising dept 
-Product Services, NY, exec staff 
-Same, General Outdoor Adv, Chi, chairman 
-Needham, Louis & Brorby, Chi, mkting dept 
-Same, vp of plans supervisory committee 
-Same, vp and copy director 
-Same, director 

_Anderson-McConnell, Hywood, acct exec 

Leo Burnett, NY, director 
-Same, vp in charge of client services 



5. Sponsor Personnel Changes 



NAME 



FORMER AFFILIATION 



NEW AFFILIATION 



Maurice Atkinson 
A. C. Barioni 



Ralph H. Braun 

Elaine Brown 

Wells R. Chapin 

Robert J. Clark 

Robert P. Clarke, Jr.. 

Joseph F. Cullman . 

Dr. Robert P. Joslin _ 

Willis J. Oldfield 

Lee R. Pevear 

E. P. Reavey, Jr. 

Stuart Sherman 

Charles J. Simon 

Herbert Simpson 



Robert M. Smith 

Harry B. Wasserman 
Albert F. Wild 



_Einson-Freeman Co, L.I. City, NY, beer merchandising Pabst Brewing Co, Chi, sales development director 

director . . _ 

—Sperry Rand, Bridgeport, Remington electric shaver div. Same, general sales mgr 

nati sales mgr Same, general sales mgr 

—BBDO, NY, public relations Fedders-Quigam Corp, Maspth, NY, public relations dir 

..Compton Adv, NY, publicity Lever Bros, NY, brand publicity mgr 

_GE, Syracuse, broadcast equipment sales mgr Same, product planning mgr 

—Colgate-Palmolive, Jersey City, new products mgr ... Same, soap division, merchandising mgr 

—Sperry Rand, Bridgeport, Remington electric shaver div. Same, adv mgr 

sales prom mgr _ 

—Philip Morris, NY, exec vp Philip Morris Overseas, chairman and president 

—Monsanto Chemical Co, St. Louis, sr research chemist Fairmont Foods Co, Ohama, product research mgr 

—GM, AC spark plug div, Flint, public relations Same, sales promotion mgr 

— Lever Bros, NY, adv and sales prom Same, packaging coordinator 

— W. A. Sheaffer Pen Co, Ft Madison, Iowa Same, Eastern sales mgr 

_Colgate-Palmolive, Jersey City, adv director Same, vp in charge of adv 

— GE, Syracuse, product planning mgr Same, broadcast field sales mgr 

_Sperry Rand, Bridgeport, Remington electric shaver div. Same, asst general mgr 
adv mgr 



-Colgate-Palmolive, Jersey City 

. Bymart-Tintair, NY, Eastern district mgr 

-GE, Syracuse, sales mgr for broadcast equipment . 



Same, soap division, new products mgr 

Same, vp and general sales mgr 

Same, sales mgr 



6. New Agency Appointments 



SPONSOR 



PRODUCT (or servi,:e) 



AGENCY 



First Natl Bank & Trust, Okia City 

General Electric, Syracuse, electronics division 

Hoffman Electronics, LA 

Phiico, LA 

Studebaker-Packard, So. Bend, Ind 

Whitehall Pharmacal, NY 



— Bank business 

-. Electronic equipment 

Electronic equipment 

Radios 



.Packard and Clipper autos 
. Anacin and Preparation H ... 



Hall & Thompson, OkIa City 

Y&R, NY 

Dan B. Miner, LA 

Mays & Co, LA 

D'Arcy, NY 

Ted Bates, NY 



lack 

Tompkins (3) 





Herbert Groskin (3) Deen H. Brooks (3) Stephen B. 

Labunski (3) 



Don Tykeson (3) Gene Accas (3) James A. Washburn (3) 
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Oregon's TV Giant is now the most 
powerful station in the entire West! 

KPTV Portland — the GIANT television station in the Pacific 
Northwest — has increased power to 1,000,000 watts to be- 
come the most powerful station in the West. The addition 
of a new tower 1,281 feet above average terrain to this giant- 
size power increase means MORE SALES in the big-buying 
Oregon market. Get the facts from NBC Spot Sales or call 
KPTV today. 




IT'S 
HOT 
IN 

BOSTON 





"The trouble with beer is that it's too expensive in competition 
with general beverages like ginger ale," Murray Vernon, Ruppert's 
Chairman of the Board, told SPONSOR. 

"People don't realize that brewers pay 40% excise tax. But costs 
will be shifting in brewing in the next few years. Originally premi- 
um beers were sold at premium cost because of freight payments for 
shipping from Milwaukee and St. Louis. There'll be a day when the 
premiums will have to sell at local prices. 

"Advertising is an increasingly important factor in beer sales," he 
added. According to Vernon's estimate, a brewer has to sell some 
750,000 barrels annually as a minimum in order to afford the kind 
of advertising effort that'll let him stay in business. 

Ruppert will spend close to $3 million for advertising in 1956, a 
major chunk of it in air media. About $1.5 million of this money 
has gone into tying up the Giants for the year. 

"The agency business is callous," says Vernon, who's in a position 
to know. Toward the end of December, Ruppert's old agency, Biow 
Co., resigned the account to make way for the $9 million Schlitz 
business brought in by John Toigo from his cousin Adolph's agency, 
Lennen & Newell. Ruppert left Biow. A couple of weeks later, Biow 
resigned Schlitz. At this moment, Ruppert's agency appointment is 
still pending. Schlitz went over to J. Walter Thompson. 

"A team of four or five top company executives are screening half 
a dozen agencies," Vernon told SPONSOR. "There are a lot of factors 
to be considered: Merchandising is vital to a brewer. The agency 
we pick will have to be capable of handling sports programing. We 
want to know the top agency executives before making a final choice. 

"And lastly, but among our main considerations is the caliber of 
the account executive because he's the key to a successful campaign." 

Vernon predicts further consolidation in the brewing industry. 
"Like automobile companies." he says. "Shortly, there'll be 10 or 
15 top brewers. The little ones are dying out." 

He feels that the trend toward supermarket selling and brewers' 
emphasis upon tv will continue to revolutionize labeling, packaging. 
"Supermarkets do away with the returnable bottle. There'll be new 
sizes of cans to compensate." 

George Ruppert's son-in-law, Vernon is looking forward to spring 
when the older of his two sons will come into the business. 
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^uNing Power! 



WJBK-TV LEADS IN 121 OUT OF 180 
DAYTIME RATED PERIODS IN DETROIT 



Daytime TV viewing and advertiser interest 
'are on the upswing, and both ARB and Pulse 
show WJBK-TV as the completely dominant 
daytime buy for the Detroit area's 1,600,000 
TV homes. Here are the figures for the 180 
weekday periods indicated: 



MON.-FRI., 8 A.M. TO 5 P.M., DECEMBER ARB 

WJBK-TV, First in 121 Quarter Hour Periods 

STATION B, " " 23 " " " 

STATION C, " " 21 " " " 
STATION D, " " 10 " " 

TIES 5 ////// 1 



Further, 50 of these periods on WJBK-TV have ratings of 8.0 or above, comparable 
on a rate card basis to a nighttime rating of 21.0. December Pulse not only 
agrees, but shows WJBK-TV's position to be even stronger: 26 firsts out of 36 
Monday through Friday quarter-hour strips, 8 A.M. to 5 P.M. Average rating 8.2. 




Such pulling power means extra selling power for you on 
WJBK-TV in the rich Detroit and Southeastern Michigan 
market. Cash in on the greater audience you get with 
WJBK-TV's top CBS and local programming, commanding 
Channel 2 dial position, 1,057-foot tower and maximum 
power of 1 00,000 watts. 



mBK-TVX 



DETROIT 




in the carolinas 




Pioneer of television in the Carolinas, 
Top-Power WBTV has reached new heights 
in serving an ever-growing coverage area 
of more than 500,000 families. 

Jefferson Standard vision recently saw 
completion of a Slj/i Million facility. 
Operating from these kingsize facilities, 
WBTV originated a "local live" program 
in full color on New Year's Eve, becoming 
the first station in the Southeast to be 
completely equipped for color telecasting. 

Years of leadership has projected this vision 
into programming, engineering, promotion, 
merchandising, and research. The vast 
Carolina television market has been 
cultivated by such vision resulting in more 
sales for advertisers! 

Advertisers with vision rate WBTV the finest 
in the Carolinas for "cost per thousand" 
and immediate sales results. The whole story 
of "Vision in the Carolinas" can be yours by 
calling: CBS Television Spot Sales or WBTV. 




Jk^ferson Sxankard Broadcasxixq Company 
"vihion in xhk carolinas" 
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Where's iv programing headed^ 

SPONSOR visited Hollywoocl, New York and London to provide 
inside facts on new program developments and trends 



Release of feature film backlog changes movietown 
ooD t®^^^'^ thinking, benefiting advertisers. Deals can be made 
now. Studios to produce more feature-length tv 
film, will gladly entertain offers for first-run rights 



Candid look at network programing operations gives 



-REPOB-T behind-the-scenes knowledge of hows and whys of 



show selection, allows agency-client planning. Q. 
and A. technique details network tv program thinking 



Here's the way a New York agencyman sees the tv 
^gjpoRT programing picture in London after five months of 

commercial television. Facts and figures on British 
tv as a buy today for the American advertiser abroad 



THE SPECIAL REPORT FOR EACH CITY IS DETAILED ON FOLLOWING PAGES ►> 
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\m can crack (he 
Holly wood dam but f on 
have to know how 

Mass release of feature films changed thinking 
in film capital. Deals can be made but take 
hard cash, promotion gimmicks, waivers 



ollywood has been jolted. Per- 
haps harder than at any time since tv 
first broke on the horizon and indi- 
cated it would be a threat to the way 
the movies had conducted business for 
decades. 

The latest jolt that has shaken movie- 
dom to its foundations is the release 
of a great number of feature films to 
television. And the line-up of the 
movies makers who have blasted holes 
in the film backlog dam to let the flood 
of feature films pour through, reads 
like the Who's Who of Hollywood. 

RKO: Major portion of feature 
backlog sold to Matty Fox for tv. 

COLUMBIA: 100 major features 



have been made available to tv. 

PARAMOUNT: Large group of 
short subjects recently have been 
turned over to tv syndication. 

REPUBLIC: Just released 76 new 
features, some in the over-S4.000,000 
production budget class. 

The opening shots in the revolt 
against the standard way Hollywood 
has operated as the running mate of tv 
have been fired. Whether this is a 
full-scale revolution that will change 
the existing concept of tv programing 
the nation over is still to be deter- 
mined. \^Tiatever the case, questions 
are being raised, questions which will 
effect tv programing plans and the ac- 



tivities of admen throughout the na- 
tion. They are: 

1. Is the motion picture industry 
getting ready to take over television 
or vice versa? 

2. - Now that the selling has started, 
will the tremendous backlog of feature 
pictures glut the tv program market. 
If this be the case, how much will their 
sale change existing programing struc- 
tures ? 

3. Are major studios with their per- 
sonnel, stars and facilities more avail- 
able to tv today than heretofore? 

4. Are brand-new motion pictures 
available to advertisers for first run 
on tv? 

Because of the importance of the 
radical changes underway in this phase 
of tv programing, SPONSOR asked its 
West Coast reporter to get answers to 
these and other questions to provide 
a clearer understanding of the new de- 
velopments for agency and client. Top 
people within the movie industry were 
talked to, queried on their thinking. 
Answers, thoughts on trends were pro- 
vided by such outstanding industry 
figures as Spyros Skouras of 20th 
Century-Fox, Arthur Loew of Metro- 
Goldw)Ti-Ma) er. William Dozier of 
RKO, Herbert Yates of Republic and 
Samuel Goldwyn of Goldwyn Produc- 
tions. 

Concisely, the picture, as it emerges, 
looks pretty much like this: 

1. Motion-picture leaders have ac- 




Three important points 
in buying Hollywood film 



1. Be ready to talk cash, not promises. Film owners will 
bargain but will not discuss deals on "if get loan" basis. 

2. Studio promotion gimmick must be a feature. Film 
purchase must not create serious exhibitor competition. 

3. Must permit studio to retain rights and control of the 
features other than on program for which pact was made. 



MM 
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DYNAMITE IN FORM OF MONEY HAS BEEN EFFECTIVE FORCE IN BREAKING HOLLYWOOD FILM BACKLOG DAM 



cepted fully the fact that tv cannot he 
ignored as a part of the ever-growing 
entertainment industry. Although they 
tried for years to fight it and fit it in 
where it would hurt the least, they are 
now agreed it's part and parcel of their 
business and they so proclaim it. 
Simply, they've reached the conclusion 
that what you can t beat, join. And 
their reasoning is not founded on sheer 
hopelessness. They feel that their per- 
sonnel, talent, facilities and past ex- 
perience make them the logical crea- 
tors of top-grade tv programs. 

2. The three studios (MGxM. 20th 
Century-Fox, Warner's) actively in- 
volved in producing a tv program of 
their very own, freely admit that they 



got off on the wrong foot. In effect, 
they sent a hoy out to do a man's job. 
They initially underestimated the task 
of creating quality entertainment for 
tv on a week-to-week schedule basis. 
They say this is being rectified and 
promise increasingly better quality on 
future programs. 

3. Feature pictures are a\ailable to 
tv. This means both those contained 
in the vast feature backlog, as well as 
some new product. 

Since the old feature backlog is the 
number one question in the minds of 
most tv people today, SPONSOR asked 
three basic questions at five of the 
major studios which have made no 
deals to date. The questions: 



• How can feature films be bought 
direct? 

• When? 

• How much? 

The simplicity of the questions must 
have been shocking for it was quite a 
while before to]) studio brass said they 
were ready for the Q. and A. treatment. 
The answers, boiled down, are: 
An advertiser or network interested 
in utihzing a group of these features 
on tv, has a good chance of making a 
good deal, if the proposition : 

• Permits some sort of promotion 
gimmick for the studio. Film brass 
are still reluctant to part with the film 
for just ordinary money — unless in the 

(Please turn to page 65) 
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network programiiif : ste] 

Here is how three networks build ideas into new progr 




WHAT HAPPENS BEFORE A PROGRAM REACHES THIS STAGE AT ALL THREE TV INETWORKS? YOU'LL FINU THE ANSWERS HERE 



f step from brainwave to airwave 

hey wage a constant thought battle to win the rating race, satisfy sponsors 



he millenium for the networks will 
have arrived when all ratings are high, 
programs never change and the public 
is delighted with what they view night 
after night and would revolt if the 
status quo were changed. 

Unfortunately, the millenium is no- 
where in sight. Sponsors cry for some- 
thing new, higher ratings for their ad 
dollars; viewers become indignant, 
cast stones at yesterday's hero. The 
networks, in the unenviable role of 
trying to please everyone, know only 
one thing for certain: change is the 
only constant factor in the complicated 
formula of determining what makes a 
program successful. 

Networks war on one another, use 
every means to try to match suprem- 
acy. If one is the acknowledged leader, 
the others take better aim and try to 
bring him toppling down. 

This constant battling keeps the pro- 
gram departments of the three net- 
works humming in order to try to 
court public favor and steal the top 
Nielsens, 

As part of this special tv programing 
report, sponsor talked to producers 
and network programing department 
heads in order to give agencies and 
advertisers a behind-the-scenes picture 
of what goes on in the race for ratings, 
what new programs are in the ofiBng 
and what is necessary in supplying 
these new shows. 

The heaviest new program buying 
time is now — February through April. 
Madison Avenue at the moment is on 
the qui vive as to what's new on the 
programing horizon and stands ready 
to buy if the entry looks as if it has 
anything that will in some mysterious 
way cause it to emerge a winner. 

All three networks are busy, have 
much in the works. While cost figures 
and some of the show titles are still 



tightly-guarded secrets, SPONSOR found 
these facts: 

ABC, CBS and NBC currently have 
41 new program series in preparation. 
This total does not include the so-called 
spectaculars and one-shot prestige 
shows. 

At ABC there are 11 new program 
series, most of which are being pre- 
pared on film. While four of these 
are in the hush-hush stage, here are 
seven of the upcoming titles: Frontier 
Judge, Wire Service, Fast Freight, 
Command Performance. Jim Bowie, 
It's a Great Country and RFD, USA. 
All are half-hour in length except 
Command Performance which will go 
a 90-minute limit. 

In addition to the 11 in production, 
there are, of course, ABC's entries into 
the line-up of one-time specials in 60- 
aiid 90-minute lengths, some nine of 
which have previously been announced. 

At CBS the Joe and Mabel one-half 
hour film series is currently in pro- 
duction and may go into release in the 
spring under Carter Products sponsor- 
ship. In addition, 10 new ideas of 
A'arious types are in different stages 
of preparation but titles will not be 
released for some time. 

NBC, with 20 new shows and some 
55 specials and spectaculars on its 
new program list, has 12 already com- 
pleted pilot films. Of the 20, titles 
are known for seven of them. They 
are: The Eagle and the Rose, Tom 
Satvyer, Johnny Mocassin, Impact, 
Have Camera, JFill Travel, Assignment 
and Circus Boy. All are of the one- 
half hour variety save the Assignment 
series which will be 60 and 90-minute 
shows. 

SPONSOR has traced the steps of de- 
velopment of a typical new program at 
each of the networks. The findings 
explain what happens to a program 



from the time an idea is brought to 
the network until it is ready for pre- 
sentation on the air. The development 
stages outlined also illustrate why some 
programs often prematurely publicized 
never see the light of day while others 
seem to crop out of nowhere. 

While nothing is more publicized 
than programs after they're available 
for sale, the story of just who makes 
the decisions, how, while programs are 
being built has rarely been told. Here 
it is now, step-by-step . 

ABC: This network believes strongly 
ill utilizing not only the ideas but also 
the production know-how of outside 
producers in the motion picture and 
the tv film production fields. It oper- 
ates (similar to United Artists in the 
motion picture field) as advisor, finan- 
cier, distributor and partner to film 
producers. 

Generally, these are the steps in 
program development at ABC: 

A producer, preferably one with an 
established producing organization of 
his own, will approach ABC with an 
idea. The idea is discussed by a board 
consisting of Robert Kintner, presi- 
dent; John H. Mitchell, v.p. in charge 
ABC TV network: Robert Weitman. 
v.p. in charge of tv programing and 
Robert Lewine, v.p. and director of 
the tv program department. These 
four men will discuss the idea from 
the following points of view: 

A. Potential audience appeal (rat- 
ings) , 

{Please turn to page 94) 



Top net officials attswer 
.six hasic program questions 
For answers, tnrn page 
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NEW YORK REPORT (continued) 



7. What type shows are networks interested in developing? 

2. Do networks insist on ownership or control of new programs? 

3. Where do networks look for new program ideas? 

4. Are ad agencies important sources of network program ideas? 

5. Will networks develop new programs to fit sponsor needs? 

6. Will networks pay to develop a new program idea? 



FRANK ANSWERS TO THESE SIX BASIC 
QUESTIONS WILL HELP YOU IN NETWORK TV PLANNING 



As part of sponsor's special report on New 
York tv programing, six speeifie questions 
were directed at top programing offieials of 
the three networks. Their eandid answers 
allow new insight into the thinking of per- 
sons who are. by and large, responsible for 
what the nation sees on its television sereens. 

'H 'I* 
SPONSOR: What- type shows are 
networks interesting in developing? 

ABC: All kinds. We lean heavily toward hour 
lengths and film. \^^e want important ideas. 
There are still too many "also rans" on tv, 
and we feel audiences are no longer inter- 
ested. Our preference for film is inherent 
in our particular kind of network set-up, but 
should not be considered a constricting fac- 
tor in an} sort of program development. 

CBS: Our presentations of tbe big shows and 
specials are getting more frequent, and as 
each stands on its own merit, there is always 
need for ideas along these lines. But even 
for regular programs, we are constantly on 
the lookout for any and all kinds. The only 
criterion for us is quality and potential audi- 
ence appeal. There can be no formula, not 
to length, type of show, cost or any other 
considerations. The only formula we recog- 
nize is qualit) . This business is growing 
and changing much too fast for any other 
kind when it conies to evaluating goals. , 

NBC: We want potential hits. It is impossible to 
confine hits to any one category, and so 



we're always on the lookout for better ideas 
of every kind. Type, subject, length and 
cost-bracket are only secondary considera- 
l;; tion. Suitability for color at the moment is 

|i important, since j\BC is going to produce 

|;j practicall) all new programs in color. But 

§ color is never enough. If the idea is no 

§ good, suitability for color will not make it 

ii^ any better. The mo\ ies taught this lesson. 

SPONSOR: Do networks insist on 
I ownership or control of new programs? 

I 

ABC: It's more a question of co-operation. We 
• : assume an advisory capacity. Most of our 

producers are independent film men who 
know their business. But they like to have 
us at their elbow when it comes to questions 
I concerning network policies. For this rea- 

I son we maintain a kind of ABC embassy in 

each of the major Hollywood studios, with 
whom we work (Disney, Warner Bros., 
MGM). Our representative there has his 
own office right on the lot and is not only 
14 available for assistance on the production 

level but is also direct liaison between the 
producer and the sponsor or ad agency. 

CBS: We feel that editorial control over a pro- 
■ ; gram is of great importance. It is our job 

to maintain a balanced program schedule 
f: and with this kind of control, we can better 

protect everybody, and in turn the network 
and the sponsor. We naturally like to have 
^ the key producers of our programs on our 

I; own staff or to have a strong financial (and 

I thereby supervisory) hand in independent 

{Please turn to page 99) 
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From strength to strength with 



British-style result story: 

Ad appearing in British trade 
press tells how Revloii is hitting 
jackpot on tv in England too. That 
Revlon has done well with "non-pro- 
gram" tv advertising in Britain is in- 
teresting in light of fact its biggest 
U. S. success is built around a hit show. 



1 U. adman looks at British tv 



Programing hasn't flowered fully but ratings are much higher than in U.S. 
Biggest problem: way commercials are dropped willy-nilly into shows 




Andrew IS. Vladimir, radio-tv plans director of Gotham- 
Vladimir Advertising, traveled to London to prepare the 
report below. He does not pretend to knowledge of all facets 
of British television (he spent two weeks in England). 
Instead, these are the candid reactions of a U.S. adman 
who watched programs intently, spoke to dozens of British 
television people and had available a background of factual 
material provided by Gotham-^ ladimir's London associate. 



t# ust a few weeks ago when I was in 
London the talk of the town was a new 
television show that had just premiered 
over the BBC called This h Your Life. 
It starred a young Irishman by the 
name of Eamonn Andrews and was in 
many ways similar to the U. S. pro- 
gram. However the similarities be- 
tween the programs were, and still are, 
mechanical only. The atmosphere of 



the British version is restrained — if 
you can imagine such a word being 
applied to This Is Your Life. The show 
in its British translation becomes a 
tribute instead of a tear-dripping story. 

You can see the contrast best at 
the close of the show. Here in America 
This Is Your Life ends with the hero 
of the evening receiving (1) gifts, 
(2) a kine of the show, (3) a projec- 



tor to show it on and (4) an invitation 
to attend a party for him and all his 
friends at a Hollywood nightspot. The 
BBC version ends with the contestant 
receiving a rousing cheer from the 
audience. 

British television, whether it be on 
BBC or the new commercial channel, 
struck me as always being on the verge 
of blossoming forth into something 
new, original, and interesting. But the 
blossoming never became a reality. 
You get the feeling this is television as 
it was a few years ago in this country 
— a great medium but yet to begin 
unleashing its full creative powers. 

Most programing on both the 
government-controlled BBC and the 
commercial ITA (Independant Tele- 
vision Authorit} ) stations is live. One 
{Article continues next page) 
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LONDON REPORT (Continued) 



reason for this is that each station 
broadcasts an average of only five 
hours a day (except on weekends). 
It is rarely true that more than an 
hour and a half of these five is on 
film. 

The kind of programing to be found 
on British commercial tv is very 
similar to the United States. Indeed 
a good many of our programs have 
been imported for use ou the ITA 
station including Liberace, Roy Rog- 
ers, My Hero, Dragnet and / Love 
Lucy. Liberace gets about 50 ratings, 
Rogers 61, My Hero 30, Dragnet 61, 
and Lucy, 63. (Tliese ratings are for 
the London area only and are based 
on the total number of sets converted 
to receive ITA programs. They are 
Nielsen for week ending 15 January.) 

Aside from these U.S. imports some 
of the other film shows include pro- 
grams that are presently being ex- 
ported to the States such as Robin 
Hood (which was sold here by Official 
Films). This program is more popu- 
lar than Dragnet in England. How- 
ever, U.S.-produced film shows will 
never become a dominant part of ITA 
programing as by law 75% of the 
material used must be of British origin. 

While there are these limits now on 
use of U.S. film shows, as the number 
of hours stations program grows, 
there'll be more room for U.S. film. 
The expanding British market may 
permit film producers in this country 
to raise their production budgets with- 
out increasing the cost substantially to 
U. S. advertisers. Reason: They can 



hope to recoup through British as well 
as American sales. 

Another possible effect of British 
commercial tv on U.S. television is this. 
There may be more British film shows 
coming to the U.S., giving the adver- 
tiser more programing to pick from — 
and increasing competitive pressure 
among U.S. film syndicators. 

If England blossoms as a program- 
ing source for U. S. television, it may 
well turn out that the American adman 
will travel to London frequently to 
check on properties and look in on pro- 
duction. Of course it's doubtful this 
international traffic will reach the pro- 
portions of current travel to the West 
Coast, but it's a factor to keep in mind 
as British tv grows. 

Another future possibility worth a 
line or two of speculation: What will 
happen when the video tape recorder 
comes into widespread use? Will live 
American shows be taped and' sent to 
England? Will we see certain out- 
standing live British tv shows here? 
Though their quality in general is not 
at present likely to make them ap- 
pealing in U.S. markets, live shows in 
England correspond in type to the 
shows most popular in the U.S. 

Live shows consist of drama, re- 
views, panel shows and a few edu- 
cational type programs. The variety 
reviews seem to represnt British tele- 
vision at its best. One of the most pop- 
ular is called Jack Hyltons Supper Club 
and is on Wednesday and Friday eve- 
nings. The set is that of a fashionable 
supper club and the format of the show 




BRITISH TV IS STUDY IN CON- 
TRASTS: RESTRAINED YET SEXY 

With all the talk of British reserve 
you might assume British tv has a 
puritanical air. Actually British seem 
to go much further in permitting night- 
club material with sexy slant or anatomical 
references. Yet at same time British 
shows are restrained in other ways and 
ITA found "People Are Funny," 
went too far in "invading privacy." 



a'ppears to be a cross between our 
Stork Club and Ed Sullivan. 

Interestingly enough, while the Brit- 
ish appear to be over-sensitive to cer- 
tain types of things, {People Are Fun- 
ny was recently censured by ITA offi- 
cials because it was felt that the stunts 
on the show invaded the privacy of 
the home) they are not as sensitive as 
their American cousins to jokes deal- 
ing with sex and anatomy. In one 
evening of watching I found two songs 
on Jack Hyltons Supper Club that 
would never pass U.S. censors. One 
was called "The Lass With The Deli- 
cate Chest" and was about just that, 
and the other told the story of a pen- 
guin sitting on an iceberg and made 
clear reference to several parts of his 
anatomy that were uncomfortable. 

I questioned British programing 
officials about this and was told that 
the BBC had set the precedent for 
material of this type. Someone pointed 
out that, since in England there were 
no sponsors, producers did not have to 
worry about offending anyone and 
thereby making them dislike an ad- 
vertised product. (That is, no spon- 
sors always identified with a single 
program, since advertisers are rotated.) 

Incidentally, ITA programing con- 
tractors have been doing a fine job of 
pleasing the public and all of the 
surveys show that ITA programs are 
generally drawing larger audiences 
than those of the BBC. It is well to 
remember, however, that commercial 
television is still fairly new in Eng- 
land, having been on the air only since 
22 September. The programs them- 
selves are in the hands of two pro- 
graming contractors licensed by the 
Independent Television Authority. One 
of these, Associated-Rediffusion Ltd., 
handles programing in London from 
Monday through Friday; the other. As- 
sociated Television Ltd., is responsi- 
ble for Saturday and Sunday London 
programing. In both places the smell 
of paint is still fresh and much of the 
office area is still unfinished. Every- 
one walks around with the air of a 
couple moving into their brand new 
home in the suburbs and not quite sure 
whether all the appliances work. 

Stttttts totUttj: Where is British com- 
mercial tv today? There are now 
1,500,000 tv sets in the London area 
of which approximately 634,000 are 
capable of receiving ITA programs. 
The number of sets being converted 
and new all-channel sets being bought 



DRAMA, PAiNEL SHOW AND 
VARIETY ARE DOMINANT 




Program types on British com- 
mercial tv are akin to U.S. This 
suggests possibility of eventual 
program interchange. Right now. 
says author, British tv does not 
seem on par with U.S. But me- 
dium just got started commer- 
cially this fall. Panel show pic- 
tured is "What's It All About?" 
Money goes to viewers who 
stump panel. Amount : £10 or $28 





I: 



is about 16,000 a week. An average of 
three listeners is credited to each set, 
placing the total number of viewers in 
the neighborhood of 1,500,000. These 
million and a half people have a choice 
of two television programs at any 
given moment. 

One of the first things to note about 
British commercial tv is that the in- 
come per capita is probably higher 
among BBC listeners than ITA listen- 
ers. Reason : the kind of programing 
done by both stations. Generally speak- 
ing, there are more "heavy" type 
shows on BBC than ITA which is striv- 
ing for broad appeal. BBC, while it 



wants to be popular, feels it has to 
educate as well as entertain. 

A look at rate cards of the two pro- 
giam contractors shows that one min- 
ute of peak time (8 to 10 p.m.) on 
weekdays goes for £975. The same 
time on a Sunday night is £1,000. The 
most popular show on Sunday eve- 
nings pulls a rating of about 70 and 
therefore reaches some 443,800 homes. 
This brings the cost-per-1,000 homes 
to approximately £2.3 or $6.30. But 
when all 1,500,000 tv homes in the 
London area are converted to receive 
ITA programs this same program 
ought to reach 1,050,000 of them (if 



the rating stays constant) bringing the 
cost-per-1,000 homes down to about 
$2.66. This is expected to happen by 
early 1957. 

If you want a quick comparison of 
the cost-per-1,000 of the high-rated 
show referred to above with a similar 
U.S. show, consider this: In New York 
City on Sunday night, the show with 
the highest rating has a cost-per-1,000 
per commercial minute of $1.36. The 
highest rated British show on Sunday 
night at $6.30 is thus almost five times 
as expensive. (It's proper to compare 
a cost-per-1,000 per commercial min- 
{ Please turn to page 88) 
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• -'AGENCIES SHOULD CREATE 
advertising, not be marketing centers," 
f-ays Mr. \. a hard-driving, outspoken 
adman who has fought his way to the 
lop of the Madison Avenue heap. 
Young and aggressi\e, he's known for 
his pungent comments on advertising 
practices. For obvious reasons, Mr. X 
wishes to remain anonymous. Well 
schooled in all media forms, he gained 
national prominence as the ad mana- 
ger of a large manufacturing concern. 
Like most of his contemporaries, he is 
an exurbanite and lives with his wife 
and fainih on a farm in Connecticut. 




'1 say marketing is nialarkef 

Aclmaii says ag'ciicyiiicii i§ilioiilcl stop being frustrated marketing men, 
malice clients bigger tbrougii better, more creative advertising 



jf am an authority on advertising. 
I am an authority to the extent that I 
have earned my living in some form of 
media since I was old enough to work. 
1 have been everything from a news- 
boy to reporter, space salesman to 
promotion writer, ad manager of a 
nmlti-million dollar firm to an account 
supervisor with one of the top three 
agencies in the nation. 

I say this in modest) . I say^ it sim- 
ply because I hope you'll feel I have 
sufficient background to sound off on 
one phase of the advertising world that 
bothers me. 

Tliat phase is this so-called market- 
ing revolution. 

Last year ever\ one on Madison 
Avenue talked about motivational re- 
search. \ ou simply weren't in the 
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swim unless you could expound on 
some form of motivation. The house- 
wife just didn't buy Ajax because she 
wanted a clean sink. Not at all. She 
bad to be motivated. 

And this motivation was a mys- 
terious thing that was only understood 
by a select few^ who used it as a 
weapon to embarrass the ordinary ad- 
man who felt Mrs. Housewife bought 
Ajax because of a cracking good ad 
campaign. Last year, as I said, it was 
motivational research. That vogue in 
its extreme character has passed like 



the wide lapels on admen's suits. 

This year it's marketing. 

Every time more than three admen 
gather, one will usually pop up with 
the question as to whether agencies 
are beginning not to be agencies as 
the old-timers knew them, but giant 
marketing outfits that do everything 
for the client except put the cereal in 
the boxes. 

I say this: Agencies were created 
for a specific purpose. And that pur- 
pose was to create advertising. 

As such, an advertising agency has 



Mr. "X" sought, and was given the opportunity to express his views in SPONSOR 
regarding the controversial marketing question. His views are an extreme position. 
SPONSOR will be pleased to carry views of those who differ with Mr. "X." What are 
your thoughts on the "marketing revolution?" Address comments to Editor, SPONSOR, 
40 E. 49 St., New York 17. SPONSOR next issue will print answer to adman's charges. 
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two specific basic functions: (1) cre- 
ate personality or character for a prod- 
uct and (2) tell as many people as 
possible at the most economical cost. 

Advertising agencies are growing in 
importance and worth to American 
business just as legal counselors, 
comptrollers and bankers, as specific 
advisers, have become vital to the suc- 
cess of any company today. 

But I am sure that the legal counsel 
sticks to the law books and doesn't 
turn up with a storyboard instead of 
a brief, the comptroller doesn't sketch 
out a new ad campaign instead of de- 
tailing the profit and loss statement 
and the banker isn't an authority on 
film commercials. They sell a cor- 
poration that which they are equipped 
to sell, not something they could do 
"if they ever put their mind to it. ' 

A friend of mine, a vice president 
in charge of merchandising for one 
of the top food processors, had this to 
say recently on the subject of advertis- 
ing agencies: 

"I am amazed at what has hap- 
pened to the account executive in the 
last few months. It used to be that the 
a/e would sit down with you. discuss 
a campaign and detail what it was to 
accomplish, how it would do it. Not so 
today. The a/e stops in and launches 
into a long presentation on what we're 
doing wrong in our merchandising 
approach, whj we ought to make the 
icing stifler, the cherries sweeter and 
the fact that our point-of-sale approach 
was outmoded years ago. In all the 
discussion, the ad campaign that he 
brought along for us to see never quite 
gets out of his briefcase. 

"If this is the new marketing ap- 
proach, I want no part of it. I want 
just plain, ordinary, and if you'll par- 
don the expression, old-fashioned ad- 
vertising." 

Actually, the story isn't far-fetched. 
Let's take an example. 

Leo Burnett is the talk of the adver- 
tising world. His agency took Pills- 
hury's cake mixes and practically tor- 
pedoed Swansdown. Mr. Burnett has 
been acclaimed a genius. He invaded 
no marketing field. He just made cre- 
ative advertising better so that j ou 
could practically lift that piece of cake, 
taste the icing. He made you want to 
buy. With deference to Mr. Burnett, 
this isn t genius, it's advertising. 

Same thing goes for Pepsi-Cola. No 
man in his right mind would ever have 
thought that you could buck Coke. 
Pepsi did. And there's hardly a kid 
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or grown-up in America who can't 
whistle the Pepsi jingle. That's adver- 
tising. 

Same for Piel's Beer, Marlboro 
Cigarets. Jello. Chrysler, Pepsodent, 
Saran Wrap, Ford. You could go on 
page after page, listing those products 
that have been advertised into leader- 
ship. Granted that marketing entered 
the picture, but it was from the client, 
not the agency side. 

Can you imagine an agency today 
sending a man out to Cincinnati to 
tell Procter & Gamble what they should 
do in the field of marketing? Their 
research facilities would make those 
of any agency look small in compari- 
son. Same with the so-called merchan- 
dising facilities of most agencies. I'm 
sure that P & G wants the best cam- 
paign at the lowest cost. If they get 
these two things, they'll bear the brunt 
of the marketing tasks. 



One large agency vice president I 
queried on marketing had this to say: 

"It's a fad. It will pass. Agencies 
travel in packs if you talk about their 
thinking processes. One hired a mer- 
chandising man. Another figured he 
bad to hire one, too. By the time it got 
around, the story had taken on the 
iiormal proportions and when the fifth 
agency heard it, five merchandising 
men were hired. Research, packaging 
experts, point-of-sale geniuses and so 
it goes. Once these people arc on the 
payroll, they have to be merchandised 
to the client. He s overjoyed as long 
as they stay out of his hair. He figures 
some way he's going to get more for 
Lis He's wrong, though. 

"Remeniber one thing: No ad agen- 
cy that stands high in the marketing 
field but proves incomjjetent in its 
basic function of creating sound, prod- 
{ Please turn to page 80) 



MR. "X" WROTE IN REPLY TO "ADVERTISING 
AGENCY IN TRANSITION" ARTICLES WHICH 
APPEARED IN RECENT ISSUES OF SPONSOR 



1. Why accounts are shifting today (28 Nov.): 

Article detailed reasons for accounts changing agencies, 
emphasized change was largely result of "marketing 
revolution," new concept in agency-client relationship 



2. Marketing: agency tool or cliche? (12 Nov.) : 

Advertisers' insistence on broader marketing aid from 
agencies stirs controversial points of view, poses questions 
facing agencies desiring to expand, take marketing tack 



3. The psychiatrist and the account executive (26 Dec): 

A humorous and wholly fictitious account of an account 
executive telling his psychiatrist what is happening to 
old-line account man because of the "marketing revolution" 



4. Did high tv budgets force agency revolution? (9 Jan.): 

Two distinct points of view were taken here to spell out 
what is thinking on "marketing revolution" in today's top 
agencies. Listed also were marketing changes tv created 



► REPRINTS OF "ADVERTISING AGENCY IN TRANSITION" WILL 
SOON BE AVAILABLE. A 16-PAGE REPRINT OF THE FIRST FOUR 
ARTICLES IS NOW IN PREPARATION. SINGLE COPY 35c; 10 TO 49 
COPIES, 30c EACH; 50 TO 100 COPIES, 25C EACH 
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Opposite $04,000 Questtou 

loH don't need ratings 
in get resulls, saj s Irnistrong 

Tv show ^eis good aiicliciico rosponsc^ dealers are eiitliiisiastie over pro- 
$>'rs£m aii€l sales are up sliiee it liei^'aii^ — all despite stiff air-time eoiiipetitioii 



Ww oulfl you lake ihe slot opposite 

$64,000 Question? 

All right, put it this wa) : 

What if another "Question ' came 

along this season and sat down beside 

you? 

just thinking about such a possi- 
bility has all the charms of Russian 
Roulette, some shuddering sponsors 
say. But those who think there's a fair 
chance of finding thenieselves looking 
down a gun barrel in 195C are keenly 
w atching the two w ho \e actuall) pulled 
the trigger : Vrmstrong Cork w ith 



Armstrong Circle Theatre and I'ontiac 
with Playurights '56. They alternate 
in the 9:30-10:30 period on XBC TV 
Tuesdays, facing you-know-who on 
CBS TV during their second half hour. 

Of the two, Armstrong probably 
evoked more head-wagging at the out- 
set because of the nature of its pro- 
gram series, contemporarj semi-docu- 
mentaries, in contrast to Pontiac's 
fiction dramas. Here was a tliink 
piece with somewhat intellectual aspir- 
ations making a bid against the most 
spectacularly successful mass-appeal 



show in television history. It was 
enough to make a sponsor flip his 
\ieslen pocket piece in amazement — 
and some have been flipping since. 

Actually. Armstrong had committed 
itself and a budget of well over 
$2 million — (via BBDO) to that time 
slot last spring, months before Question 
debuted in June. (It had had the 
9:30-10:00 slot since 19.50 before 
lengthening the show to an hour last 
September.) But by the time the 
i^ancaster. Pa. advertiser got under 
\\a\ with its series, Question had been 
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\ M(;ilT IN A HOSPITAL 



on the air three months and w as. knock- 
ing off Nielsen and Trendex ratings 
over 50. Armstrong's challenge was 
something like little David striding in- 
to the arena to face Goliath, and 
observers who recalled what Slop the 
Music did to Fred Allen on radio seven 
}ears ago promptly predicted the same 
dire results for Armstrong. 

Now, four months and eight shows 
later, it may he time to lake an 
accounting. 

"I'll tell you this," Max Banzhaf, 
Armstrong's advertising director, told 
SPONSOR, "We could have canceled out 
last month; we had a 60-da) escaj)e 
clause. Instead, when NBC asked us, 
we told them we planned to complete 
our contract. And."' he added, smiling, 
"it wasn't just because the critics like 
the show." 

It certainly wasn't the ratings. Niel- 
sen has been giving it 20 to 28: Tren- 
dex, a low of 7.8 to a 16.5 high. These, 
according to BBDO s t\ sujiervisor for 
the account, Mary Cumniings. could 
have been doubled against almost any 
other competitioti. 

Still, both client and agetic\ feel 
the show is proflucing results in view 
of the company's objectives. S])ecifi- 
cally, Banzhaf explains: 1) the show- 
is drawing the type of audience they 
want, 2) audience response has been 
highly favorable, 3) the firnrs dis- 

6 FEBRUARY 1956 



tribulors are enthusiastic over the |)ro- 
gram. and 4) sales are np. 

The fact that the quality of the pro- 
gram has been acclaimed in the trade 
is nn)re than just gravy. Armstrong 
has long been associated with a quality 
show {Circle Theatre, in half-hour for- 
mat, since 1950: Theatre of Today on 
radio from 1941 to 1953 1, wants to 
maintain that tradition. 

"After all." Banzhaf points out, "we 
don"t want to be so preocciqn'ed w-ith 
ratings that we miss the real objective 
peo|)le. Ratings, while excellent 
barometers, are really percentages, the 
accuracy of which is subject to con- 
stant debate. Percentages can't buy 
anything. Our audience is couqjosed 
of peo])le. a\eraging almost se\en 
million families, which is a lot of 
'circulation.' 

"Show -wise," he adds, "the progratn 
provides a good climate for our com- 
mercials. The feeling of fine enter- 
tainment coupled with authenticitv , be- 
lievability, and importance, ties in 
dirwtly with the current theme in all 
our flooring advertising: that Arm- 
strong is the leader in the trend toward 
"the modern fashion in floors.' "' 

Arni.strong will spend well o\er 
S7 million in 1956 largely to j)romote 
that theme, with about S5 million (up 
from 5^4.2 million in 1955 1 going for 
time and S|)ace media. 

Besides the S2-million-plus for tv. 
the firm w ill j)ut nearly S2.5 million in 
slick and shelter magazines (American 
Home, Better Homes & Gardens, House 
Beautiful. Woman's Hume Companion, 
Ladies Home Journal, Satevepost) and 
trade magazines {Architectural Fonnn, 
House &' Home. etc.). Some of this 
will also go into other general and 
business magazines and a \ast assort- 
ment of trade |)aj)ers in the j)ackaging. 
industrial, and building fields in suj)- 
jiort of the more than 350 other prod- 



ucts made by Armstrong divihiotis. 

Sunday suj)|)lements will get about 
•'?(»50.{)00. Last )ear su|)j)lements were 
used along with s|)ot radio to reach 
farmers in the Midwest and South in 
areas where tv coverage was thin. In 
1956 s|)ot radio has been drojiped en- 
tirely and the budget U|iped in order 
to 1 ) increase metropolitan area cover- 
age and 2 I demonstrate color in \nii- 
strong's floorings. Suj)plements this 
year will jjrobably in<-ludc American 
Weekly, I'arade, and Family Weekly. 

Copy <i|)|)rmir/i. While print rtiedia 
with the advantage of color are used 
to play up the beauty of the j)roduct, 
tele\ ision stresses the utilitarian angles. 

For exam])le. a ty jjical full-j)age, 
])r(M"ess-color ad scherluled to apj)ear 
in American Home and Better Homes 
& Gardens this month and next shows 
a striking entrance hafl luxuriously 
aj)pointed with gleaming light fixture, 
side table, fulblength mirror — all in 
rich hues- and with \rmstrong Cus- 
tom Corlon Tile (vinyl plastic) on the 
floor. The illustration takes up oO'^c 
of the sj)ace. Copy is skillfully worded 
to convey a helpful decorating sugges- 
tion in j)hrases calculated to emphasize 
the full beauty of the colors. 

By contrast, a ty jiical conmiercial 
shown during the Christmas season for 
Armstrong's Quaker line of low'-<-ost, 
j)rinted flo(n- coverings oj)ens on a 
young couple trinnning their Christmas 
tree. Ornament drojis, wife smilingly 
brushes fragments into dust jian and 
empties into basket as announcer Hugh 
James says: ". . . there's nothing in 
your home so easy to keep clean as the 
smooth enamel surface of Armstrong 
Quaker Floor Covering."' \ few words 
about style and color and back to 
functional copy: "This distinctive style 
is the modern version of those pine 
{Please turn to page 821 



l'i>ors behind roiiipany't. tv campaign are (\. to r.) : Armstrong \(1 and Promotion Mana<ier 
Max t5an/.haf, I5BDU tv supervisor on account Mary Cuiiimings, and Acct. Exec. Roy Dreher 




There's more to radio 



and iv research than ralings 

Once research started and stopped with the ahniglity rating. But there's 
more mature recognition now tliat more detailed data is essential 



00 lice upon a time somebody called 
up a group of people on the telephone 
and asked them what program they 
were listening to. 

And. lo. the program rating was 
born. 

A lot has happened since then. From 
the simple, single program measure- 
n:ent, which became a national institu- 
tion under the name Hooperating, 
ways and means of counting heads 
among radio-tv audiences have niulti- 



j)lied. But. more important, the facts 
that can be dug up and analyzed from 
rr.w listening and viewing data have 
j.-iled up in variety and complexity. 

The result : a shift away from reli- 
ance on just program ratings. 

The trend actually started about a 
dozen years ago when the A. C. Nielsen 
Co. introduced the fixed sample to ra- 
dio audience measurement. Covering 
network radio and later network tv. the 
fixed sample via electronic measure- 



ment, enabled Nielsen to come up with 
cumulative audience figures and such 
allied data as audience turnover, gross 
impressions, un duplicated homes 
leached, etc. 

Late in 1954, the Nielsen Station In- 
dex began supplying these figures on a 
local basis. Though the first NSI fig- 
ures created a small-scale tempest 
among radio stations, the service is 
being used more and more by agencies 
and stations. (For details on this tem- 
pest and how NSI works, see "NSI: 
Can it measure today's radio audi- 
ence?" SPONSOR, 18 April 1955.) 

Nielsen, of course, is not the only 
one providing more than just local 
program ratings to advertisers. Early 
lost )ear Pulse began supplying week- 
ly and daily cumulative data on sta- 
tion circulation. And ARB's local tv 
diary reports, which cover a week of 
viewing, provide the basis for cumula- 
tive audience on weekday strips. Both 
ARB and Pulse supply audience com- 
position facts regularly. And the list 
does not end there. 

In addition, all these services offer 
to break out special information for 
advertisers and also make special 
studies on request. 

From the point of view of the num- 
ber of facts available, NSI reports 
cover a broad area. For example, let's 
take a quarter-hour morning segment 
on a western radio station and list the 
kinds of NSI data timebuyers are now 
working with. The program is John 
Harvey on KGO. San Francisco. The 
period is the average weekday 7:45- 
o:00 a.m. segment. The time is last 
season. 

First of all, users of NSI have two 
sets-in-use figures to work from. One 
[Please turn to page 96) 
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WHAT RESEARCH FIRMS DO BEYOND RATINGS 



• ARB: As an example of what rating services offer 
p besides per-broadcast rating information, ARB, which 

I gather? tv data via the diary method, provides viewers 

per set, audience composition (men, women, children), 
cumulative audience ratings for multi-week programs. 
Other data can also be gotten from its regular report. 



• Nielsen: This firm's local station index, now in 25 
markets, will be in ai)Out 50 by year's end. Agency 
subscribers can get, by quarter hour?, total station 
listening, four-week cumulative audience, listeners or 
viewers per set, number of times each home sees or 
hears program over four-week period, auto sets-in-use. 

• Pulse: Starting this year Pulse has gotten figures 
on cumulative station audiences, both radio and tv. 
These are given by six-hour periods, by day and by 
week. Out of this data can come overlap of audiences 
by stations. Pulse also provides audience composition, 
average number of people tuned in per home per hour. 
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HOW ADDING 



RADIO STATIONS AFFECTS HOMES REACHED 
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29.5% 



of radio homes are 
hit with 24 anncts. 
on one am station 



I 



^ 41.2% ^1 




71% •"1 
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' 73.9% ^ 


of radio homes are ■ 




of radio homes are 


of radio homes are 


hit with 56 anncts. I 




hit with 77 anncts. 


hit with 92 anncts. 


on two am stations 

1^ 




on three am stations 


on four am stations 



Chart above shows example of data agencies are now using 
from Nielsen Station Index reports. Figures cover weekh" 
schedule of client in one market, show four- week unduplicated 



homes reached in March 1955. Note new homes added by 
advertiser level oil with fourth station. However, with 
leveling off comes added frequency of message in each home 



HOW VARYING TV SCHEDULE AFFECTS TV HOMES REACHED 




This chart is identical to tliat above but analyzes tv. 
looks at client's weekly tv schedule in different ways. 
NSI points up fact that with high initial homes-reached 



figure, added homes come slowly. But, as noted above, 
this is offset by added frequency of message per home. 
Frequency above is, 1. to r.. 8.0. 9.9. 10.5, 11.1 



HOW DIFFERENT RADIO-TV BUYS OVERLAP HOMES REACHED 



89.5% 




Each bar above is combination of two bars directly above it. 
All percentage figures are based on all radio homes in 
area, show that maximum buy I 124 announcements weekly 




on six radio-tv stations) reaches practically every radio 
home in market during four-week period. The frequency 
per home rises from 11.2 in first bar to 16.3 in last 




5^ oil don t open 10 to 20 new 
j-tores a year without leaning heavily 
on spot radio and tele\ ision." says 
Jern Bess. "And when }ou launch 
20 in the space of a single week, that's 
the onh kind of hlasting powder with 
enough kick in it to do the joh.'' 

He should know. As \ ice-president 
of Frank B. Sawdon Inc., \ew York, 
agency for Robert Hall, he directs the 
radio-tv strategy of the largest, prob- 
ably the fastest-growing chain of fami- 
ly clothing stores in the country. The 
company alread) has 202 outlets from 
Massachusetts to California, will up 
the total to 222 by 1 March (adding 
20 in Los Angeles. St. Louis, Fort 
Worth and San Antonio), and will 
count on air media to carry the pro- 
motion ball most of the wav. 

SPONSOR estimates Robert Hall's 
o\er-all 1956 ad budget at close to $5 
million, including S3 million for air 
media and S2 million for newspapers. 

To toot the expansion in the four 
markets concerned, the clothier will 
step up the tv-radio share of its ad 
budget to 10' '( during the next three 
or four months. 

Robert Hall's reliance on radio and 
t\ to do the big job in promoting thi = 
current expan>ion reflects the firm's 
long-rooted attitude toward ad media 
in general. Says Bess: 

'*Ob\iousl\, we need fast name 
identification in these new markets. 
Radio and especialh television, we've 



found, are the fastest wa\s to get it. 

"More than that: it holds on to 
your customers in your older, estab- 
lished markets. Sure, we're opening 
with a terrific barrage in these four 
markets and we'll keep it up until the 
hot weather sets iti. say still June or 
Juh . But when we taper off. we still 
won't drop below 75 '^T of this sched- 
ule throughout the rest of the year. 
W'e ll cut down on newspapers much 
faster." 

In the Los Angeles area, where 12 
units (the chain's first in that cit) ) 
open 1 March: several hundred radio 
announcements (via KLAC. KMPC. 
K\X, kCIL, KXLA. KFOX. and 
KPOL) and 60 tv (via KRCA. KABC- 
T\ . and KTT\' I . Also, some short 
music and news programing and por- 
tion? of d.j. s. 

In St. Louis, which gets its first 
four units 1 March too: over 200 ra- 
dio announcements (via KSD. WIL. 
WEW. KXOK I and 25 tv (via KSD- 
T\' ) . 

In the Fort Worth area (two new 
units replacing an old one) : some 75 
radio (via KFJZl and 45 tv (via 
KFJZ-TV. WBAF-TV, and KRLD-TV). 

In San Antonio (also two new units 
to replace an old one I : 60 radio, (\ ia 
KEXS and K0\(3) and 28 tv (via 
KEXS-TV and WOAI-TV). 

Newspapers will be used in con- 
junction with this blast, of course, 
but again in proportion to the o\er-all 



budget, which allows 70' r for air 
media and SO"^* for the dailies in con- 
junction with these openings. 

Broken down, the S3 million (SPON- 
SOFl' s estimate I for air media will in- 
clude $2 million for tv and nearly $1 
million for radio. 

Talk about saturation! Starting 20 
February . Robert Hall's spring sched- 
ule calls for a build-up to over 8,000 
radio and 2.000 tv announcements a 
week — mostly minutes — on over 225 
>tations from coast to coast. 

All of which adds up the fact that 
Robert Hall, \umber 1 in the family 
clothing business, is also the largest 
user of retail radio and television 
(130 markets on a 52-week basis). 

If that's a coincidence, it's an awful- 
ly stubborn one: it's been around for 
\ears. Actually. Robert Hall is an 
advertising anomaly in the retail field 
with its adherence to air media in 
preference to print. But its 15 years 
of experience — the first eight with ra- 
dio only — have convinced both client 
and agency that 1 ) the way to sell 
clothing is by means of frequency 
impact and 2 ) the strongest impact 
(omes from a combination of eye and 
ear media working together. 

Which may explain why the com- 
pan) has been quick to cover itself 
with tv during the past five years 
while remaining a dyed-in-the-wool 
radio fan. Until 1950 Robert Hall had 
had no tv experience, was spending 
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well over $1.5 million on spot radio 
and almost the same in newspapers. 
That year it tried on IS markets for 
size, liked the fit, and expanded to 30 
by 1953. Last year it used close to 
60 and will be in some 75 in 1956. 

Thus, from a budget that w as 55' r 
radio, '< newspapers, and 0' i- tv 



fi\e )ears ago. the firm has gone to 
one that is 20' < radio, 40' < news- 
papers and 40 tv. 

Still, while the total ad budget has 
increased with the expansion of the 
chain during the past five years, the 
radio budget has remained the same. 
I How much radio \ ou can bu) in 
1955 as compared with 1950 — and 
with 1950 dollars — is hard to ^ay.) 
The fact remains that both radio and 
newspapers have made considerable 
way for the newer medium, fatter 
budget notwithstanding. 

\\ h) ? Say^ Bess: "First of all, we 
look at ea<'h market scjiarateh . And 
we figure the budget for each maiket 
on its own merits: population, number 
of stores in area, bu) ing power, past 



Ciirrenl expansion is pinpointed by W'v ProMflent Jeuinit' Bess (left) and Tinieluiyer 
James llackett of Robert Hall agenry 'Frank R. Snwdon). Tbey're disenssin"; radio-tv buys 
in Los Angeles. J^t. Loni*. Foi t \\ nitl) and San Vntonio markets wbere ( lothit i will open 20 
new stores between 23 February. 1 March with saturations of 1.000 aiinouneeiiients a week 




sales, competition, etc. Once we know 
what were after in each one we can 
go ahead and plan. Basically we want 
1.) speed. 2.) impact, and 3.) recog- 
nition. 

You can't get all this 1)\ taking a 
modest budget and spreading it thin. 
\\ here a market cannot afford all 
three media radio, tv and newspa- 
pers we Use two, whicbe\er give u^ 
the best combination for that particu- 
lar market. Some markets justify only 
one medium. We cut it accordingly. 
I suall) the one that remains is either 
ladio or television. 

"So if we ha\e any guidepo.st?, or 
formula, it is this: 

"1. We do very little institutional 
selling. Except for our signature use 
ol jingles, we use our air time to sell 
specific items. That means more than 
ju;t a bare description and price. W e 
sell Fashion. Quality, and. most of all. 
J'ahie. And. in the retail field vou can 
tell hoyv good y our advertising is 
pretty fast. If they don't come in vol- 
ume each week and ask for the item, 
you struck out. Television is faster 
than radio on that score. Of course 
y\e don't overlook the value of the 
cumulatiye results of radio and tv. 

"2. Another thing yve must get is 
impact. Make em remember the name 
and the item. "Newspaper^ ha\e the 
advantage of letting the customer keep 
the actual listings to refer to — // he 
remembers to look at the ad. Radio, 
on the other hand, reminds him, over 
and over again. Tv not only reminds 
him but takes it out and slioiis it to 
him. o\er and over again. 

"3. Come the weekend, the neyvs- 
pajiers begin getting much too crowd- 
ed y\ith ads. beginning way back on 
Wednesday and going on through 
Thursday and Friday. There's onlv 
so much air time. If we get the right 
(Please turn to page 100) 
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KDUB-TV 

LUBBOCK, TEXAS 
K P A R - T V 

SWEETWaTER-ABILENE, TEXAS 

K D U B - AM 

LUBBOCK, TEXAS 



NATIONAL REPRESENTATIVES: THE BRANHAM COMPANY 



Pretident and Gen. Mgr., W. D. "DUB" ROGBtS 
National Salet Mgr. E. A. "Buzz" Hauatt 



SCCI Louisville Savings and Loan Associa- 

tion credits radio with growth 

Issue: 2 January 1950, page 28 
Subject: Bank credits radio for its growth 



That savings institutions can realize handsome results from radio 
and tv advertising is constantly illustrated by reports that reach 
SPONSOR from such institutions. Tlie latest praise for the effectiveness 
of the air media comes from the Greater Louisville First Federal 
Savings and Loan Assoication of Louisville, Kentucky. Upon being 
presented with a gift and scroll for his leadership in the use of 
broadcasting as an advertising medium, Gustav Flexner, executive 
vice president and secretary of L. S. & L. said, "I have great faith 
in radio and television. 1 know they bring business in, and that is 
why I have been so consistent in my broadcasting advertising over 
the years." 

Mr. Flexner's bank has been a regular user of radio advertising 
for 31 years and has used the services of WAVE-TV since 1948. 
Since that date the bank's resources have more than doubled to 
the presnt figure of $70,000,000. Last year's increase alone was 
S16.000.000. 

Besides a schedule of announcements on 7 local radio stations, 
L. S. & L. regularly sponsors BUI Gladden and The Weather (Monday 
through Friday, 6-6:05 p.m.) with a one minute weather summary 
on Sundays at 6 p.m. It also sponsors a one minute cut-in on Today 
during the first 10 days of each month. During that 10 day period, 
depositors can earn interest as if their accounts had been started on 
the first of the month. 

For special campaigns the bank buys individual programs and 
announcements. 

A series of radio and tv programs directed toward younger finan- 
ciers has attracted $1,000,000 in children's savings accounts. These 
are part of a special feature of Louisville Savings and Loan's savings 
program known as The Savings Post, now in its fifth year. 

See: l^Ir. Sponsor 

Issue: 15 November 1954, p. 18 

Subject: Singer Sewing Machine ad director 
discusses radio-tv campaign 

A little over a year ago the Singer Sewing Machine Company was 
spending 35' < of its advertising budget on CBS television's Four 
Star Playhouse. At that time Harold H. Horton, who was then 
Singer's Advertising Director, told sponsor that tv's ability to demon- 
strate a product like Singer's in actual use made it the ideal medium 
for the product. "The demonstration really sells it," he said. Since 
then Singer has not increased its ad budget except to meet increased 
rates brought about by a growing audience. It still sponsors the 
Playhouse, now in its fourth year, and, in the words of Singer's new 
ad director Mr. G. L. Newconib. the Playhouse is "very, very success- 
ful, or we wouldn't be continuing. Our rating through 1955 was very 
encouraging."' 

Currently the Playhouse is carried on approximately 125 CBS 
stations accounting for the largest piece of the Singer ad budget. 
On 2 January Singer launched its $125,000 adult sewing contest in 
newspaper ads throughout the country and on 19 January gave it 
a sendoff via Four Star Playhouse. Although the number of retail 
outlets and the number of Singer service trucks has remained 
constant, sales have apparently gone well ahead of what they were 
o\ er a year ago. Mr. Newcomb says the credit goes to tv. 
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SPONSOR 



^Si^ fleams 



CHANNEL 



MEMPHIS 



has been worth waiting ipr! 



At last viewers and advertisers alike are receiving the 
benefits of the choicest spot on the Memphis TV dial 
. . . Channel 3, WREC-TV . . . affording the ultimate 
in coverage and reception for the great $2 Billion Mid- 
South market. 

W REC-TV brings to Channel 3 the standards of excel- 
lence and the "know-how" that have consistently kept 
WREC-Radio Number 1 on Memphis radio sur\'ey after 
survey by Hooper, Pulse and S.A.M.S.! 

With WREC-TV and Channel 3 comes a full basic affilia- 
tion with the CBS Television Network. No wonder, adver- 
tisers and viewers alike find Channel 3, WREC-TV , first 
choice in Memphis. See your Katz man soon! 



Operating with full power from the 
highest antenna in the Mid-South 
. . . 7349 feet above mean sea level. 



WREC-TV 

MEMPHIS, TENNESSEE 




mi 1 



Represented Nationally by The Katz Agency 



6 FEBRUARY 1956 
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based on 




Quperior Coveraq 



i 




Ail recognized market coverage services give WSYR 
a wide margin of superiority over competitor sta- 
tions. Take Neilsen for example: 

Daytime, WSYR's weekly circulation of 193,530 
homes is from 47% to 212% better than any other 
Syracuse station's. Nighttime, WSYR's circulation 
of 132,540 homes is from 46% to 257% better. 

NBC 




The Measure of a Great Radio Station 





5KW • 570KC 





[ f :ind of undisputed leadership has made WSYR 
■ear first choice of radio advertisers — national 
docal — in Central New York. 

Ia^SYR market has a population of over 1.5 
-llin — and annual buying power in excess of 
^billion. And remember: metropolitan Syracuse 

f ked by Sales Management as America's finest 
narket. 



Effective daytime service 
area, as measured by 
Nielsen Coveroge Service 




I i a t e 





SYRACUSE, N. Y. 



Represented Nationally by 
THE HENRY I. CHRISTAL CO., INC. 

NEW YORK • BOSTON • CHICAGO 
DETROIT • SAN FRANCISCO 




mm 
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Chart covers half-hour syndicated film 



Rank Past* 
mnr rank 




Top 70 shows in 10 or more markets 
Period 1-7 December 7955 

TITLE. SYNDICATOR, PRODUCER, SHOW TYPE 


Average 
ratings 


7.STATinN 
MARKETS 


5-STATION 
MARKETS 


4-STATION MARKETS 


S-8T4 
MARI 


N.Y L.A. 


Boston Mnpls. S. Fran. 


Seattle- 
Atlanta Chicago Detroit Tacoma Wash. 


Bait. Bu 


1 

I 1 


1 


Ml*. Distftct Attoviietjf Ziv (M) 


20..9 

16.2 
17. n 
I7..'> 


72.5 

kni:t 
10-Onpra 


26.7 7 7.4 76.7 

wnao-tv ksip-tv kron-tv 
in :30pm in :30pm 10:3npm 


78.7 20.7 

n'afta-tv w\vj-tv klns-tv 
10;30pm 8:30pm 9;00pm 


75.2 2; 

wbal-tv wi 
10:'30pm 7:i 


2 1 3 


1» aicri roill, MOA Koland Keed (A; 


7.7 73.7 

wahd ktiv 
";3npm 7;3npm 


79.9 9.9 23.5 

uriac-tv kevd-tv krnn-tv 
7;00pm 8:00pm 8;3npm 


75.5 9.5 73.7 20.2 22.7 

waga-tv ugn-tv wjw-tv komo wtnp-tv 
7:n0pm 9:n0pm 10:3npni S-3npm 10:3npm 


72.2 2( 

wmar-tv WE 
10:30pm 7;C 


3 1 7 


/intos 'ii' Andy, CBS Film (C) 


5.4 7 7.4 

2:0npm 5:3npm 


72.8 9.6 

\vnar-tv wcco-tv 
2;;iOpni 10,45pm 


77.5 26.7 9.7 75.5 

vvaga-lv uhkb »',vj-Tv utop-lr 
7:nOpm 9:3npm 7 OOpm 7:30pm 


( 

wbi 
l:r 


4 1 5 


Badge / 14. NBC Film (D) 


6.7 76.9 

wTiix kttv 
<:Snpra 7:30pra 


20.8 23.2 27.9 

wnac-tv kstp-lv kpix 
0:30pm 9:30pm 9:00pm 


76.2 9.5 22.2 76.2 

wgn-tv wAvj-iv king-lv urp iv 
8:00pm 7:00pm 9-3npm 7 flOpMi 




4 


5 


ntghtcay Patrol^ Ziv (A) 


70.7 9.9 

wrra-tv kttv 
7:nnpm 9:0npm 


77.2 72.9 70.2 

ubz-tv wrrn-tv krnn-tv 
U) .30pm 10 -00pm ll:Onpm 


73.2 8.9 79.7 73.0 72.7 

H-aea-tv «hkh wjbk-tv komo wtop-tv 
7:3npm 9:0npm lOrsnpm 7:nnpm 7:30pm 


9.5 7( 

wmar-tv wp 
7;30pm 10:: 


6 1 


Doug. Fairbanks Prcscttts^ ABC Film (D) 


1 7. .J 


76.4 77.5 

•vrra-tT k'-ca 
•n:3npra 10:30pni 


7.5 

kstp-tv 
6:00pra 


7.7 8.7 

ubkb wwz-tv 
in-nopm 10:00pm 


7c 

wb< 

10; 


6 1 2 




17.3 
17.1 
IS.O 
1G.3 


3.7 72.3 

upix kiiv 
'n^nnpm 8 30pm 


27.9 27.5 76.7 

vvnar-iv k«tp-lv krcn-tv 
":nOpm 9:30pm 10 :30pm 


74.2 77.4 78.3 77.6 76.7 

«sb-tv ngn-tv wjbk-tv ktnt-tv wrr-tv 
7:nOpm 9:3npm in :30pm loiOOpm 10;30pm 


77.9 2, 

wbal-tv w( 
10:30pm 10 


8 1 4 


Moil Befiiiid tlie Badge, MCA-TV Film (M) 




24.0 4.0 74.5 

"-nar-iv kstp-tv kron-tv 
in nnpm n 30pm 10:30pm 


76.7 8.4 9.7 

"jbk-tv k'nj-tv wmal-tv 
10,30pm 10.15pm 10:30pm 


2 

«( 

8:> 


» 1 


Annie Ottliley, CBS Film (W) 


8.8 74.3 

•rhs-tv k'tv 
S ::3npm 7 -.OOpra 


2.9 23.0 7.9 

wmur wcpo-tv kgo-tv 
f):Onpm ronpm 6;30pm 


73.2 70.4 9.7 79.6 72.0 

ulwa ubbm-tv wxvz-tv king-tv utop-tv 
0 :00pm 5 OOpm 6:00pm 6 OOpm 7:0npm 


23.2 2: 

wbal-tv wb 
5;30pm 7:f 


10 1 

1 


8 


Slipei'llliill (Flamingo) (K) 


7 7.7 7 7.3 

\rrca-tv kttv 
ri:Onpra 7;nOpni 


22.7 9.9 7 7.7 

wnac-tv Htcn-tv kgo-tv 
0 30pm 6:30pm 6;30pm 


23.2 76.2 75.2 77.7 75.3 

usb-tv ut)kb \\xy7.-tv king-tv \\rc-lv 
7:00pm 3:00pm 6:00pm 6.00pm 7:00pm 


76.7 2. 

wbal-tv wb 
7;00pm 7:( 
















Rmk Pasr 
M> rank 


Top 70 shows in 4 to 9 markets 




1 




Life of Biletj. NBC Film, Tom McNight (C) 


18.7 
17.9 
1 7. .I 
J 7.0 


75.9 

kttv 
8 SOpm 


74.2 22.2 

kstn-tv kpi\-tv 
6 00pm 7:0nnm 


73.2 28.2 

nTba kinq-tv 
r. :nnpm 7;3npm 


1 


1 

2 1 


Stavs of the Groiicl Oie Opry, Flamingo Film 


3.3 

kcop 
S 30pm 


7.2 78.7 

kevd-tv kpix-tv 
9.3nph 9:30pm 


74.2 7.2 

vvasa-tv komo 
7,00pm () :00pm 




.... 

1 

3 1 

1 


Celebrity PUiyhottse, Screen Gems Inc. (D) 


77.7 

knxt 
10:00pm 


72.4 

I0:00nm 
krontv 


9.2 74.0 

7 -OOpm 8 30im 
w\v]-lv komo 




1 

4 1 2 

1 


Passport to Uangcr, ABC Film, Hal Roach (A) 


5.2 

kcnp 
7,30pm 


5.5 75.9 

ke.vd tv kpi\-tv 
7,'(0|.rii 7:00pm 


8.5 

klnff-tv 
in ;45pm 




5 1 

1 


Loity John siii-er.CBS Film (A) 


5.3 

wabfl 
8 -nopm 




70.5 70.9 

wsb-tv wbkb 
0-OOpm 2:00pm 




1 

6 1 

1 


My Hero, Official Films Inc. (C) 


1 1.7.2 


2.7 

vvpix 
< :30pm 


8.2 4.8 

wnac-tv Htcn-tv 
2:00pm l:nnpm 


70.8 

0:nOpm 
komo 




1 

7 1 7 

1 


Mft't Corliss Archer, Ziv (C) 


I 1.7 






7.2 

wjbk-tv 
7:0npm 


77.9 ^ 

wbal-tv wt n 
6:00pm 7:^a 


8 


I 


Eddie Cantor, Ziv (C) 


1 1.2 

13.9 
I2.I 


6.7 

kttv 
10;nnprr 


6.0 76.7 

wtcn-tv kron-tv 
9:30pm 10;00pm 


73.7 7 7.2 75.3 

wiibq wjbk-tv king-tv 
9 30pni 10;30pm 10 OOpm 


70.9 

wbal-tv 
10:30pm 


9 


4 


f Search for Adventnrc, Bagnall (A) 


2.2 72.2 

wpiT kcop 
7:30pm 7:30pm 


27.5 

kpix-tv 
7:30pm 


79.8 

king-tv 
7:00pm 




10 




1 Baclict Squud, ABC Film (M) 


3.6 7.7 

vvabc-tv kttv 
10:30pm 8;30pir 


73.5 5.9 

kstp-tv kgo-tv 
10 30pm 8:30pm 


74.2 76.5 

wsb-tv wgn 
7.00pm 8:30pm 





Show type symbols: (A) adventure; (C) comedy; (D) drama; (Doc) documentary; (K) kids; 
(M) mystery; (Mu) musical; (SF) Science Fiction; (W) Western. Films listed are syndicated, 
halt-hour length, telecast in four or more markets. The average rating is an unweighted average 
"< Individual market ratings listed above. Blank space indicates film not broadcast In this 



market 1-7 December Wiile network shows are fairly stable from one month to anoj ^ 
markets in which they are shown, this is true to much lesser extent with syndicated 
should be borne In mind when analyzing rating trends from one month to another Inp " 
•Refers to last month'a chart. If blank, show was not rated at all in last chart or «,ui' 



aSf made for tv 



g TION MARKETS, 



Hl'us Mllw. 

7 



Phila. St. L 



75.4 7 7.0 23.7 



triv wttnj-tv uplz ksd-tv 
.Ki ll:Onpm in:3npin in:nnpn 



20.2 77.4 78.7 

wttnJ-tv woau-tv knk-lv 
10:onpm 6:30pn) lO OOpii 









70.2 


24.4 






urnii-fv 
7:nnpm 


k<!'l-tv 

n snpm 




73.7 


70.0 


79.4 




wtm1-tv 
in:3npm 


ivflt-tv 
in:3npm 


kwk-tv 



I 



I 75.5 



I0:n0pm 



7 6.9 

ksil-tv 
!) 30pm 



2-STATION MARKETS 



Birm. Charlotte Dayton New. Or. 

58.8 75.0 32.0 

whtv «lM--fl wdsu-tv 
8:00pra in!3npra 10:3npm 



22.0 57.3 

uaht Hhlv 
«:30ptn 8:3npm 



23.5 37.0 

«hrc-tv wbtv 
in:onpm l:nopm 



29.0 

•I hrc-tv 
nrOnpm 



24.8 

wniQ.tv 
10 3nnm 



22.8 37.5 34.3 40.5 



uhrc-tv 
lirnnpin 



wbtv vxhlo.tv 
10 •30pm 0 "Onm 



wd.iu-tv 
in-nnpm 



77.4 7 7.4 20.2 

wtmf-tv irfnii-fv ksH-fv 
10:30pra 7-nnpm inronptn 



25.9 

wttnj-t» 

7:3npni 



76.0 

ksa-tv 
in-.nnprr 



J 70.2 9.9 



*itty 

-Win 



3:0npra 3:nnptn 



25.0 

9:3npin 



72.5 

whv-d 
7-onpm 

29.8 

IV1"'-|1 

9:3npra 



52.8 

9:30pin 

5.3 

wjnir-tv 
8:30pnl 



26.5 

wnif>-tv 
9-3npn) 



76.0 36.8 78.8 27.0 



70.5 76.2 70.3 

wlnn-tT n'fan-tv k<!rt-fv 
6:3()pm 7:nnpm 5:3flnm 



i 



" b'-c-tv 
6:00pm 



n-htv M-hv-d 
5:30pm 0:onpni 



ndsii-tv 

i'.;:onn 



34.3 70.8 26.8 



whtr wlw-d 
5:30pin G:00pra 



wd^M-'v 
f) OOpiil 



20.2 

ksd-tv 
fl :45pm 



2 9 26.7 70.7 

ft-tv ntniJ-lT n-caii-tv 
I 'lin 8:00pra in:30pra 



17 

b' tv 
Ii5m 



22.2 7.2 



wtmj-tv 
9:30pm 



WTtZ 

):nnpm 



79.5 42.3 



wabt 
fl:3npm 

28.3 

"■bT-c-tv 
9:n0pm 



nbtv 
5-OOpm 



37.0 

ndsu-tv 
."j OOpm 

35.0 

wdsvi-tv 
in :00pm 



28.0 

brr-tv 
9:30pm 



75.8 34.0 



•vb'-c-tv 
'i:nopm 



xt-btv 
5 :3npm 

49.3 

whtv 
10:00pin 

24.8 

Hbtv 
1 :3npiM 



33.5 

wdsu-tv 
loonprn 



23.0 7.3 

nhio njmr-tv 
7:nftpm 9:30pm 



V .^ossification as to number of stations In market Is Pulse's 
Kfi determines number by measuring which stations are actually 
?i» metropolitan area of a given market even though 

^If may bo outside metropolitan area of the market. 



ONE 

u//// ge/ you.. 




FIVE 



WTAR-TV 

is the only "V" Station 
for not one but five 
lusty Markets, all 
within its Grade "A" 
signal , . . reaches an 
area with effective 
buying income 
of over $2,241,000,000.* 



Effective Buying Income* 



NORFOLK 
PORTSMOUTH 
NEWPORT NEWS 
WARWICK 
HAMPTON 




$675,950,000 
$129,976,000 
$63,641,000 
$81,116,000 
$197,962,000 

CHANNEL 

3 

NORFOLK.VA. 



Represented by Edward PETRY & Co., Inc. 

(Sahn Manaficmrvl Siiitcii of Buying Poivcr, May 10, 195!)) 



USE^EITHER ONE OR BOTH 

fo open a bigger sales door 
in the Detroit Area! 




C K L W 
radio covers 
o 15,000,000 
population orea 
in 5 important 
stotes. Tfie lowest 
cost major station 
buy in tfie Detroit 
Oreo. 



800 kc. Radio 
50,000 Watts 

J. E. Campeau, Pres. 
Guardian BIdg., Detroit 



Channel 9 
325,000 Watts 

Notianol Rep. 
Adam J. Yaung, Jr., Inc. 




a lorum on qtiextiong of current interest 
to air advertiserg and their agencies 



Hold ettn niv tneilUi tintl tlepnrtment stores 
wovh move effeetively together 




ir.S A Til REE-FOLD J OH 

• Five j ears ago. about a third of 
department stores were using radio, 
mostly the wrong way. This }ear, well 
over half are using radio consistently 
as a strong supplementary medium — 
averaging hetter than 100 minutes of 
announcements and or prijgrani time 
per week. These stores today repre- 
sent local radio's third best customer. 

A lot more needs to be done, how- 
ever, in bringing together department 
stores and radio advertising by a lot 
of people. 

1. B) the radio stations: A reliza- 
tion that department stores take more 
selling and much more servicing (once 
they're sold) than any other type ad- 
vertiser. RAB can provide stations 
with half a hundred different sales 
tools to heljj them sell radio to dej)art- 
ment stores: but the continually pains- 
taking matching of merchandise and 
time slot, the careful creation of effec- 
tive cop), the constant week-to-week 
schedule revision and the meaningful 
merchandising cooperation that lias to 
be done is up to the stations themselves. 

2. By the department stores: A 
willingness to break out of a 100-year- 
old advertising pattern. This inevita- 
bly involves shifts in store advertising 
personnel duties, from the established, 
comfortable set-up. 

3. Vt\ local advertising agencies: A 
number of excellently conceived de- 
partment store radio campaigns today 
are l)eing sadly mishandled and in 
possible danger of cancellation be- 
cause agencies involved ha\"e no C(m- 
<ept of what the store's trying to do. 
Many have made no effort to find out. 
The ^takes are jjrettj big: it's north 
finding out. 

R. David Kimble 
Dir. Local Sales & Service 
Radio Advertising Bureau. Inc. 

lYew York City 



LEARIS HOW TO I SE TELEVISION 

• Air media and department stores 
have always been together — right from 
the start. As a matter of fact, a 
substantial number of the original 
broadcasting stations were owned by 
department stt)res. Some of these de- 
partment stores throughout the United 
States have used the broadcasting 
media from their earliest days as 
\ehicles in promoting the sale of 
merchandise. 

Unfortunately , we older retail sales 
promotion managers grew up and were 
educated in our advertising knowledge 
during a print media period. This is 
the knowledge we transmitted when we 
taught those who followed us in our 
jobs. This means that most store pro- 
moters have never really learned hou- 
to use tele\ision to best advantage — 
for example, the actual mechanics of 
writing, demonstrating and perform- 
ing. 

iVn educational-ty pe program is 
needed in order to get more department 
stores into television. Broadcasters in- 
dividually must do their parts in their 
owti circles. 



However, the Television Bureau of 
Advertising, through its new Retail 
Sales Division, will definitely set the 
pace nationally for such a program. 

Howard Abrahams 
Director of Retail Sales 
Television Bureau of Advertising 
Neiv York City 

WE I'ERSVADED THE TOP MAN 

• Our biggest account is London's, 
Attleboro s largest department store. 
Perhaps in giving the reasons for our 
happy situation will I best be able to 
answer the question. 

first, you must find a department 
store head who's willing to be shown. 

Secondly, you must persuade him 
that certain fixed ideas about using 
radio should have been discarded 
about 30 years ago. One is the ever- 
recurring expression: "Well, radio 
may be ok for selling store name, insti- 
tutional advertising, or bargain base- 
ment sales, but you can't sell regular 
merchandise.'' This simply isn't true. 

When our client first went on the 
air. he'd take only 10-second station 



Vital question on depariment stores is answered by a store executive, 
station ad manager, two ind' stry spokesmen. Views range from pessimism to 
what one feels is a definite solution to a problem as old as the broadcast media 
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breaks. So I made up a simple jingle 
to a bouncy tune. Before the year was 
out. it was reported to the client that 
mothers of newborn babies were croon- 
ing the jingles to their babies. Who 
ever heard of anyone singing some- 
thing they'd read? 

Next, we went to work to convince 
this valued client that we were not 
doing the job for him we could do if 
he would spend enough money to allow 
us to follow the jingle with a selling 
commercial to move >ppcific items. 

In selling radio, we believe in it 
and are willing to stick our necks out. 
If more radio stations would adopt a 
similar attitude the problem of get- 
ting department stores to use radio 
would be greatly lessened. 

WUliain A. Dawson. Jr. 
Advertising Manager 
IFARA 
Attlehoro, Mass. 

AIR MEDIA LIM IT Ol'R MESSAGE 

• It is the general feeling of our 
store personnel that there has been 
progress in bringing air media and 
department stoves together, but we feel, 
too. that this progress has been limited. 

We cannot move more than one item 
at a time successfully through radio 
and/or television, a fact that brings 
up our second and main criticism. 

We, and many other department 
stores, are of the opinion that radio 
and tv are too expensive. Since we can 
only advertise one item at a time, we 
feel that we're not getting the impact. 

With newspajjers, we may advertise 
a great many articles, knowing that the 
reader will have time to go through 
the ad, read it as much as he likes. 

With radio or tv. however, once the 
message is given, if the listener hasn't 
caught all of it, it's down the drain. 
It's been expensive, and we've only 
been able to give a one-item pitch. 

I'nfortunately, since I'm not an offi- 
cial spokesman for the company, the 
name of the store can't be mentioned. 
But if it were printed, your readers 
would recognize the fact that we are 
one of the biggest New York depart- 
ment store advertisers in all media. 

Nevertheless, we do have these criti- 
cisms oi the air media. Perhaps it's 
the reason for our keeping so nmch 
of our budget in newspapers. 

Asst. Public Relations Director 
A large department store 
Netv York City 
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LOCAL LIVE 






NOON NEWS 13.1 

NOON WEATHER 12.7 
LADIES' FARE (12:30-1:30 P.M.) 8.3** 

6:00 P.M. NEWS 26.2 

6:20 P.M. WEATHER 25.8 

10:00 P.M. NEWS AND SPORTS 32.5 

10:20 P.M. WEATHER 28.2 

* NOV. 1955 ARB M-F average 
**Special ARB Jan. 3-9, 1956 

See your Katz man for availabilities 






WKY TV 



NBC 
ABC 



® 



OKLAHOMA CITY 



The Nation's FIRST COLOR TV Station 



Owned and operated by THE OKLAHOMA PUBLISHING COMPANY: The Daily Oklahoman, Oklahoma City Times, 
The Farmer-Stockman, WKY, WSFA, & WSFA-TV. Represented by THE KATZ AGENCY 
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thirty which was before lie'd even got to the lab wlieve another 
army of experts and their relatives took over. 

As if difficulties such as these aren't enough, we've super- 
imposed some other lovelies on the bu>ine.s.s of doing tele- 
vision. All of 'eni make sense, mind you. But a shudder 
or two is in order as I recount them. I think you'll agree. 

I'm referring specifically now to the problems cau?ed by 
the fact that most tv shows start around Septend)er. New 
shows, that is. Or new series of old shows. The buying of 
these epics, time as well as talent, is usually con>ummated 
about four months prior to this time, maybe five — more for 
film — less for live. 

By that time of year, that is April or May, you can usually 
tell if you've been living with a turkey during the current 
season which may be w^hy T. S. Eliot wrote "April is the 
cruelest month." You've also a fair idea then of what time 
slots are available, if any. You've had a good chance to 
screen the new films and kines and to listen to the buoyant 
conversation of the pilot pushers. So you make your decisions 
during the Springtime, decisions which you (juite often have 
to live with for fifty weeks from the upcoming fall. 

This isn't ever easy. But it's four times as difficult a.s 
normal for those advertisers whose own fiscal years or crop 
years or budget or whatever they are called do not dovetail 
with the tv-year. In such cases the agency and ad depart- 
ments of these concerns are faced with the problem of making 
tv plans (which, of course, spring fully-clad from overall 
ad budgets) during a time of year when conjecture and 
prayer are methods of determining what course to take. 

Some of these companies have their fiscal year based on 
the harvest of a particular crop, sound reason indeed in terms 
of their basic manufacturing. Others are the result of a par- 
ticular selling season. Still others of a labor situation. Some 
are determined by the temperature. Even the commonplace 
calendar year is out-of-wliack for tv. Each reason, however, 
is in its own way vital to the concern and completely sensible 
to the operation but a problem when it conies to making tv 
plans. And not much can be done about this for it would be 
churlish indeed to suggest that basic policies be altered to 
accommodate die vagaries of a single advertising medium. 

That wasn't the point of this tract though, if it had a point. 
I am merely seeking to demonstrate that Mr. Kaltenborii and 
lady announcers are not alone in their television difficulties. 
The folks in the agencies, though pictured in novels and on 
the screen as leading lives only a smidgeon less rewarding 
than that of the Prince of Monaco, do have to walk through 
a vale of tears on their way to the bank w ith the loot. Remem- 
ber that and speak softly in their presence. 




More 
People 
start the DAY with 




TRADING POST 

Monday thru Saturday 
7:00 a.m. to 7:20 a.m. 

THREE "T's" - 

Monday thru Saturday 
7:45 a.m. to 8:30 a.m. 



Whether in the home, on the 
farm, or on the move, KTSA 
programs are specially pre- 
pared for special people — our 



listeners! 




BUMPER TO BUMPER 

Monday thru Friday 
3:30 p.m. to 5:45 p.m. 

FULTON LEWIS 

Monday thru Friday 
6:00 p.m. to 6:15 p.m. 



AND 
THEY 



ALL DAY 
ON 



★ ★ ★ 



STAY 



Ca£€ 

CHARLES LUTZ 

Gen. Mgr. Station KTSA 
San Antonio, Texas 

CA 7-1251 Collect 

V 'Contact PAUL H.RAYMER CO. 
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ATTORNEY, 



STARRING DAVID BRIA 





Champion of the people! Here's proof! 



56.6 



CHARLOTTE 

beats What's My line, 
Studia One, Ford The- 
atre, Godfrey and Friends 
and others. 



37.6 

OKLAHOMA 
CITY 


25.6 

BALTIMORE 


3U 

BOSTON 


RENEWED ir 
CARTER'S IN 
37 MARKETS! 



ARB — October, November, 
December '55 



HIGHWAY 



1 



STARRING 

BROOERiCK CRAWFORD 





An Award-Winning Performance by 
Academy Award Winning Star! 



5S.2 

JOHNSTOWN 

beats I Love Lucy, Disney- 
land, Kraft TV Theatre, 
Life of Riley and others. 



51.9 


40.2 


BAKERSFIEID 


PEORIA 


41.3 


SEllING FOR 
BAllANTINE'S 


ROANOKE 


IN 

23 MARKETS! 



ARRING 



r; 



II 



STARRING ^^'^ 
DUNCAN RENAIOO lEO CARRtUO 

«t "CJSCO o» fANCHO";: 



ARB — November. "55 



ow 3rd Year in Production! 



il.2 

FJTSBURGH 



f 



raft TV Theatre, 
Your Life, lux 
Theatre, Wyatt 
id others. 



27.5 


26.4 


HOUSTON 


DALLAS- 
FT. WORTH 


26.6 


RENEWED lY 
PHILLIPS IN 
44 MARKETS! 


BOSTON 



TELEPULSE— October, '55 
ARB— November, '55 




46.5 



BOISE 

beats Groucha Marx, 
Jackie Gleason, Arthur 
Godfrey, Bob Hope and 
others. 



44.8 


39.8 


BAKERSFIELD 


PORTLAND 


42.1 

JACKSONVILLE 


Voted 
#1 New 
Synilifateil 
Show lor '55! 



ARB — No»embe», 55 




0/ 6th Year in Production! 

21.0 



,16.5 

r T.WAYNE 

a( $64,000 Question, 
|Jlivan, Dragnet, DIs- 
irl d and others. 

SO 



BUFFALO 



RENEWED BY 
INTERSTATE 
BAKERIES FOR 
6TH YEAR IN 
39 MARKETS! 



ARB— No» , Dec, 55 
CINCINNATI TELEPUL5E— Nov., '55 



ziv 



RATING-GETTER! 




We're 



Not Being 



KITTENISH 




But — 

It's Purr-ty Nice 
To Be WELCOME in 

90,000 HOMES 

This Winter ! ! ! 
NBC Affiliate 

WJHP-TY 

ABC 
Jaclisonvilley Fla. 




bkoog hasn't seen Venice since entering advertising, sits before tv flat of city. 



agency profile 



Charles V. Shootj 

V.p., Director of merchandising 
Hicks & Greist, New York 



"People come into advertising in strange ways," Hicks & Greist's 
Charlie Skoog told SPONSOR. "I used to play clarinet and sax on club 
dates. Then after the war, I wrote a clothing-collection drive ad. 
Only ad I ever got a byline on. From then on, I was an adman." 

Behind this spoof, lies a deep conviction that "the role of the 
agency is changing. To service a client well, the agency today must 
act as advertising, sales and marketing consultant." 

"One of the most client-wise admen I know often says 'The food 
business today is advertising, with stress on tv.' But when he says 
'advertising' he's got a different concept than Madison Avenue used 
to have. He's talking not only about media decisions and producing 
selling copy. He also means packaging, labeling, helping determine 
who the most likely buyers of his product are and aiming a con- 
certed effort at them." 

Media concepts, too, have undergone radical changes, he added. 
'"Too many clients consider network radio old-fashioned. But the 
medium isn't old-fashioned. There are just old-fashioned ways of 
using it." He illustrated his ideas of getting "coverage and mer- 
chandisability" out of network radio with the agency's recent buy of 
Don McNeill on ABC for Sandran. "Radio is tops when you get a 
personality to sell for you and merchandise the hell out of him." 

Skoog remembers that he originally got out of the entertainment 
field "because of the lousy hours, and look what I picked instead." 
A voluble, blonde man in his thirties, he deceptively acts relaxed 
about business, lives and breathes advertising. 

"You're trapped," he says apologetically. "I'll play golf with a 
guy and he's talking to me about innocuous problems like his neigh- 
bor's ashcans. lit seems they're pretty desperate, low-down ash- 
cans.) So I figure I've got a deal. I'm away from Madison Avenue 
and I'm talking like other people do, about ashcans. But who do the 
ashcans belong to? You've got it: president of an agency. So by 
the time we hit the third hole, we're talking cost-per-1,000." 

Skoog's accounts divide into two classes: "In durable goods, the 
dealer's vital. Your advertising has to impress him. With package 
goods, the consumer's it. If you've got him. he'll put the pressure 
on the supermarkets to stock up." 



★ ★ ★ 
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An instructive treatise on advt. -writing, 

wittily annotated. 




When you ean'i thinTc of any- 
thing else, fall bach on a success 
story. 




After tht stage is set irresist- 
ibly, get in snme fast body 
punches. 




Rhetorical questions are nice, 
especially if a guy can't fight 
baclc. 




Throw in a foreign phrase. This 
impresses copy chiefs and tahes 
only (in instant. 



llowdy Ivoberts winds a musieal clock on your 
favorite radio station in FCaatern Iowa. Part 
of his morninf;' chore in\'ohes a quarter-hour 
arabescjue for a drug chain. (Ed.: "Why not 
name it? Ted: Okay. Ford Ilo])kins.) Diu'- 
iu"' seven fateful davs reeentlv . , . 



. . . Ilowdy mumbled some off-hand noth- 
ings ahont a coffee sjjeeial for three days run- 
ning (one to a customer to make it harder — 
handicaps like this don't faze our Mister 
Ivoberts). Coffee sales perked, dripped, and 
boiled over at 634. (Par was 683.) 

Xext three days llowdy got around to nap- 
kins. Paper napkins. Ford Hopkins sold all 
they had — 326 packages. "Why don't people 
learn they gotta back up radio commercials 
with nnlse. Anyway, radio commercials on 
this station have to be backed up with nidse. 
period. 



But the real coup de maitre {F.) came on the 
seventh day. F. H. sold 300 dishclouts by 
1 :30 p.m. after llowdy let go with 60 seconds 
worth of clean diction in the a.m. Voila ! 




Bury the sig. if yon must but 

don't forget the reps. (Nothing 

.strains relations with clients 
more.) 



it seems hai'dly necessary to state that all this 
mdse. -moving took jilace on "WMT, the CBS 
station for Eastern Iowa, mail address Cedar 
Kapids, 600 ke (good!), national sales rep- 
resentatives. The Katz Agency. 
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HOMES 



ANTI-FREEZE 



SPO.NSOK: Collc<n- llei<:l.ts 



AGENCY: Direct 



CAP>L.I.E ^V^L HISTORY: To test the effect of radio 
advertising the spoiLsor bought a trial package of 20 aii- 
iiouncenients for $55. The schedule uas aired over a 
week-end, ten each on Saturday and Sunday with the 
result that K)0 people went through the open house. Four 
sales were made that ivere directly attributable to the 
radio campaign. The homes ranged in price from S12.- 
500 to .bl9.0()0. and the success of the campaign convinced 
the sponsor that it ought to begin regular advertising 
on the station. 



KIil.>. BakersfiekL Cal. 



PKOtiK \M: Annoiincenients 




results 



LADIES' COATS 



SPONSOR: Ridge\\ay Store- AGENCY: Lewis, WnMev & Hatt 

CAPM LE CASE HISTORY : Though the sponsor is a 
regular participant on the Steve Allison Show, it ran a 
test of the show s pulling power. A three-announcement 
schedule ivas planned to advertise 20 women's Cashmere 
coats, reduced to S55. Despite the unseasonably warm 
Heather at the time and the odd hour for such announce- 
ments I 11 p.m. to 2 a.m.). the entire stock was sold out 
before the third announcement could be aired. Cost of 
the two announcements: S36; price of the coats: SI. 100. 



WPE.N, Philadelphia 



PROGRAM: Steie Allison Shoic, 
Announcements 



ROSE BUSHES 



SPONSOR: Gordon^ Super A'alu 



AGENCY: Direct 



CAPSL LE CASE HISTORY: On Friday the sponsor 
placed an order for 20 announcements, some lo-second 
flash and the rest 30-seconds. Xo other advertising was 
used, but by 3 p.m. Saturday the sponsor asked to can- 
cel the six remaining announcements. Nearly 1,000 of 
the advertised 59C rose bushes ivere sold for close to $600 
and shoppers bought large amounts of other items ivhile 
they ivere in the store. Store manager Jack Gordon an- 
nounced that he ivas "I ery pleased" ivith the results of 
the ^2r) ad schedule. 



( KO\ , KtTowna, D. C. 



PROGRAM: Announcements 



. ..■■■3 



SPONSOR: Simpson-Sears AGENCY: Direo 

CAPSULE CASE HISTORY : Taking advantage of th 
immediacy of radio advertising, Simpson-Sears placed i 
$10 flash announcement campaign on CHUB on the morn 
ing of the seasons first cold snap. The 15-second an 
nouncements started in the morning and by the end of th 
day the sponsor had sold (500 quarts of anti-freeze at 89? 
each. The radio announcements brought in a total o 
S712 for an advertising outlay of $10. The station L 
convinced that this ratio ivill bring them more seasona 
business from the sponsor. 



CHUB. Nanaimo, B.C. 



PROGRAM: Announcement: 



VACATION BOOKLET 

SPONSOR: N. J. Dept. of Conservation AGENCY: Robert Conaha: 
and Economic Development 

CAPSI LE CASE HISTORY: When the A'. /. Departmen 
of Conservation and Economic Development offered it. 
free vacation booklet, "Vacation Variety," it used vari 
ous media. The campaign included 25 newspapers, fivi 
jnagazines and two radio stations. WNEW pulkd 7,29f 
requests or 31.6'~r of the total answers for only 10% o 
the ad cost. A 19-announcement per week schedule wa.: 
run for three weeks at a total cost of $37.50. The Neii 
} ork independent was almost four times as effective a. 
all other media used. 



WNE\^'. Nevs York 



PROGRAM: Announcement 



LIVESTOCK FEED 



SPONSOR: Tennessee Farmer's Co-Op AGENCY: Direc 

CAPSULE CASE HISTORY: Five million pounds of live 
stock feed were sold ivithin a tivo-week period because o 
a promotion on WSM's Farm jNIarket Report. The 15 
minute show plugged an offer of a pair of nylons for 69' 
and the tags from five 100-pound sacks of feed. Horac 
Corder, a marketing expert ivith the Tennessee Depart 
ment of Agriculture, conducts the 11:30 to 11:45 a.m 
strip and gives daily information on livestock, fruit an~ 
vegetable market prices. Cost of the show: $90 daily. 



WSM. Nashville 



PROGRAM : Farm Market Repot 



COOKIES 



SPONSOR: B & B Biscuit Co. 



AGENCY: Brad-Wright-Smil 



CAPSl LE CASE HISTORY: The client regularly spot 
sors two five-minute Beat The Weatherman shows daili 
one at 8:20 a.m. and the other at 3:00 p.m. A disk focke 
telephones listeners at home to have them guess the excu 
temperature at the moment of the call. To test the shoiv. 
the client offered a premium in cookies for every labt 
sent in by a deadline. Though 239 labels arrived in timi 
a flood of later labels followed, all of ivhich received th 
premium. This caused the sponsor to recommend an ii 
creased ad budget to the manufacturer. Weekly cost: $19^ 



WDOK, Cleveland 



PROGRAM: Beat The Weatherma 



p. A. STAPLES 



Portrait by Fabian Bacbrach 



"Hershey Employees 
cited for 
Payroll Savings Plan..." 

"We, the officials and employees of the Hershey Choeo- 
late Corporation of Hershey, Pennsyh'ania, are proud 
of the citation recently presented to us for outstanding 
participation in the United States Treasury's Payroll 
Savings Plan for the purchase of Sa\'ings Bonds. 

"We all realize fully the importance of sound money 
to the economy of our country and our community. I 



wholeheartedh' recommend that all business executives 
acti\'ate this plan in their respecti\'e companies." 

II A. STAPLES, Cluuriimv of Board and President. 

Hershey Chocolate Corporation 

If your company has the Payroll Savings Plan, your 
State Sales Director will be glad to help you organize 
a Person-to-Person Canvass that should increase em- 
plo\'ee participation to oO^c, GO'^r or more. If you do not 
ha\'e the Plan, he will show you how easy it is to install 
one. Write to Sa\ings Bond Di\ision, U. S. Treasury 
Department, Washington, D. C. 



The United States Government does not poy jar this advertising. The Treasury Department 
thanks, for their patriotic donation, the Advertising Coiinri! and 



SPONSOR PUBLICATIONS, INC. 
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the 
big 
look 




IS 

to 



kbis 



bakersfield 
California 



970 



DOMINATING CALIFORNIA'S 
SOUTHERN SAN JOAQUIN VALLEY 
WITH POPULAR MUSIC AND NEWS 
24 HOURS A DAY! 



representative 

NEW YORK 
CHICAGO 
ST. LOUIS 
LOS ANGELES 



Continued 
from 
page 17 




ADAM YOUNG. |R 



who bills himself simply "Bimiy," does minor miracles with 
library and other recorded music to supply backgrounds, 
which aiitiquate the old organ under soapers. Space doesn't 
permit running down through the entire crew, but believe me, 
the large degree of competence and efficiency I'm describing 
applies to the floor and control room personnel from top to 
bottom. And Stark and Layton keep the whole thing pulled 
together with an eagle eye and a deft hand. 

I didn't pry into the budget on "Romances," but I'd be 
willing to make a small wager that it's brought in at a stagger- 
ingly low figure, and that Colgate's cost-per-thousand is en- 
cliantingly low. 

On a local level, and in the kid show field, another quiet 
little packaging operation does a fine job for sponsors. This 
is Jules Power Productions. Jules is a Chicago lad, who with 
his right hand man, Danny Wilson, produces the following 
moppet stanzas: Time for Fun via WABC-TV, New York, 
five a week; Lunch Time Little Theatre via WGN-TV, Chi- 
cago, five a week; Time for Fun via WEWS-TV. Cleveland, 
five a week: Flippy, the Clown via WGTV-TV, Hartford, 
five a week; and Tip Top Circus via WNDU-TV, South 
Bend, five a week. This totals up to twenty-five shows a week, 
all of top kiddie caliber, and all doing sound sales jobs for 
their sponsors. In my opinion Power and his crew will come 
up one day with a network show which will make its mark. 
And here again, the answer seems to be a matter of carefully 
chosen and trained personnel on every level. 

Even on the radio side, where show budgets these days can 
hardly be seen without the assistance of a high-powered 
microscope, some packagers are working (within small bud- 
get limitations) and delivering profit-producing shows for 
buyers. Gordon Auchincloss is a prime example, here. Gor- 
don produces the Martha Wright Shoiv five days a week, and 
the new Jim Lowe Shoiv, five weekly, both via WCBS. Gor- 
don also packages a number of other shows in both radio and 
tv, but these two are enough to illustrate the point. Both 
shows are breezy "musicals," utilizing records, yet cannot be 
called disk jockey shows, nearly as well as they may be 
called "personality .shows." The carefully written scripts, the 
fast-paced direction make them real standouts on today's ra- 
dio scene. And I .speak from the position that both the shows 
are sold out and their sponsors are happy with the results. 

Certainly the major networks are producing, and do con- 
trol, the $500,000 budgeted spectaculars, and many another 
major show these days. But it s niy considered guess that 
there will never come a time, in either radio or tv, when there 
won't be a place for the alert, hardworking packager, who 
skips the nonsense and works efficiently toward putting to- 
gether programs at low cost to bring big results. ★ * ★ 
For more on program control see New York Special Report, page 28 
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According to three nationally recognized television audience surveys, KLZ-TV is first in overall 
ratings and share of audience: American Research Bureau — November 6-12, 1955; Telepulse — 
November 1-7, 1955; American Research Bureau Telephone Coincidental — December 5-9, 1955. 



MOST COLORADO VIEWERS WATCH KLZ-TV 

AFTERNOONS 

ALL WEEK LONIC- !! 

Equally important — more local and national advertisers spend more advertising dollars — for more 
KLZ-TV time — and get more results per dollar — than on any other Denver TV station. 

BUY) RESULTS... BUY KLZ-TV IN DENVER! 




Your Katz man and I are anxious 

to tell you of the many exceptional sales 

results enjoyed by national and 

local advertisers presently using KLZ-TV, 

We believe we can assist you — too. 

Call one of us for these success stories 

and details of the above surveys. 

JACK TIPTON 
General Sales Manager 



Represented nafionally by The Kafz Agency 



KLZ ^1 



CBS-TV IN DENVER 
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At the right are 10 key points 
which will help you evaluate SPONSOR 
in your 1956 trade paper plans 




i'ONSOR ADVERTISING FACT SHEET 



jl EDITORIALLY, SPONSOR IS TOTALLY BEAMED TOWARD NATIONAL 
ItjERTISERS AND AGENCIES. OUR MISSION IS TO GIVE "tIIE MEN 
i?0 FOOT THE bills" GUIDANCE IN TIIE EVALUATION AND PURCHASE 
3 TV AND RADIO TIME AND PROGRAMS. 



/ SPONSORS CIRCULATION IS THE PUREST FOR YOUR PURPOSES IN THE 
r'R.4DI0 TRADE PAPER FIELD. OF 10,000 CIRCULATION. ABOUT 
7,00 GO TO NATIONAL AND REGIONAL AGENCIES AND ADVERTISERS; 
350 TO ADVERTISERS, 3,300 TO AGENCIES. THAT's 7 OUT OF 10 
REMARKABLY PINPOINTED CIRCULATION. 



7 



sponsor is THE USE MAGAZINE OF TIIE INDUSTRY. TV BASICS. RADIO 



8 ICS, TV RESULTS, RADIO RESULTS, FILM BASICS, TV DICTIONARY, 
riEBUYING BASICS, TV AND RADIO STATION BUYERS' GUIDE, TIME- 
3 ERS OF THE U. S., AND MANY, MANY MORE PROJECTS ARE EXAMPLES 
D SPONSOR USE VALUE. SPONSOR AVERAGES 250 INFORMATION REQUESTS 
MNTHLY FROM ADVERTISERS AND AGENCIES. 

^ ALL IMPARTIAL AGENCY-AND-ADVERTISER-TRADE-PAPER-READERSHIP-STUDIES 
liDE DURING THE PAST TWO YEARS PROVE SPONSOR'S DECIDED 
L.DERSHIP IN ITS FIELD (DETAILS ON REQUEST). 

k 

^ SPONSOR AVERAGES NEARLY 20 PAID SUBSCRIPTIONS (at ITS QUALITY PRICE 
0 $8 PER year) at THE 33 TOP TIMEBUYING AGENCIES. AT JWT, 
B»0, Y&R, AND M-E SPONSOR HAS FROM 40 TO 60 PAID SUBSCRIPTIONS. 
/i:NCY LIBRARIANS REPORTED, IN A TRADE PAPER STUDY, THAT SPONSOR 
(JCEPT ONE YEAR OR LONGER AS A REFERENCE SOURCE, THE AVERAGE 
PJLICATION SIX MONTHS OR LESS. 




ai?ouf SPONSOR 




t RECENTLY, SRDS COMPLETED A STUDY OF ADVERTISING GAINS OR LOSSES 

AONG THE TRADE PUBLICATIONS OF OUR FIELD. OF THOSE LISTED ONLY 

1 0 SHOWED GAINS — SPONSOR AND SRDS. SPONSOR'S GAIN WAS OVER 250 PAGES. 



the magazine 
tv and radio 
advertisers USE 



i ALTHOUGH TRADE PAPERS ARE FREQUENTLY REGARDED AS INTANGIBLES, 
S)x\'SOR IS ABLE TO SHOW SPECIFIC RESULTS (FOLDER 
C EXAMPLES ON REQUEST). 

( 

( SPONSOR IS A PRESTIGE PUBLICATION. YOUR PRESTIGE MESSAGE GETS 
1 E ADVANTAGE OF SPONSOr's EXCELLENT STANDING IN ITS FIELD. 



\ SPONSOR FIGHTS FOR WORTHWHILE INDUSTRY IMPROVEMENTS, PROJECTS, 
fX) REFORMS. IT IS REGARDED AS THE FOREMOST ADVERTISING MAGAZINE 
I THIS RESPECT. THIS HELPS PRODUCE A HEALTHY, ACTIVE 
(IMATE FOR YOUR MESSAGE. 



D. 



I. NATIONAL REPRESENTATIVES LIKE SPONSOR. THEY KNOW HOW 
1 OROUGHLY it's READ AND USED. ASK YOURS WHAT HE THINKS OF SPONSOR. 
I; LL BE GLAD TO TELL YOU. HE KNOWS SPONSOR. 



THE INFORMATIVE BROCHURE 

"how much should a station INVEST 

IN TRADE PAPER ADVERTISING" 

IS YOURS FOR THE ASKING. 





RCA's new mobile unit on location 



For those who've seen color tv, it's 
arrived. For thousands who haven t, 
it's on its way and scheduled for ac- 
ceptance in '56. W orking on the 
theory that once the public has seen 
color tv they'll want it, color sets are 
being seeded in key locations to create 
consumer interest. Wells Television, 
Inc. has been a leader in this process 
with the installation of color tv in at 
least 150 hotel rooms in New York 
City. A comparable number of sets 
have been installed in approximately 
eight cities outside New- York. \T ells 
executives find that once people come 
face to face with color tv the) re de- 
lighted with it and the experience leads 
to sales. 

Color film will also give color pro- 
graming a boost this }ear as syndi- 
cators offer series and individual color 
features for the steadily ex])anding 
color market. WNBQ-TV, Chicago, 
and KING-TV, Seattle have been the 
first to sign contracts for Screencraft 
Pictures" new full color Judge Roy 
Bean series. Both stations launched 
the show early in January. To hack 
u]i its own interest in color tv, RCA is 
sj)<)nsoring the program over WNBQ 
with a series of full color comuiereials. 
Quintet Productions is producing the 
show in HolK w ood. 

Interstate Television Corp.. a sub- 
sidiar) of Allied Artists, has 26 high 
budget color films readv for distribu- 
tion this year. The ITC selection was 
originally produced bj the parent 
company between 1948 and 1952. 



Other colorcasts currently being offered 
by Interstate are 114 quarter hour 
shows composed of Adventure Album 
and Popular Science iXewsreels. 

To make color tv programing readily 
accessible to stations that have not 
yet had color transmitting equipment 
installed. RCA is offering a mobile 
color studio to stations within a 150 
mile radius of Philadelphia. Other 
mobile units will be added to the 
service in the future. 

According to A. R. Hopkins. Man- 
ager of the RCA Broadcast Products 
Department, stations modified for color 
transmission will be able to use the 
unit's completely equipped video and 
audio facilities as well as two live 
studio cameras. In addition, RCA will 
provide the services of two engineers 
to instruct and supervise station per- 
sonnel in the setting up and technical 
operation of the equipment. 

The Mummer's Parade, broadcast 
h) W'CAU-TV, Philadelphia, was one 
of the first color shows transmitted by 
the unit. -k -k -k 



S€tf€tri so good for deejay 
Eddie Chuse of CKLW 




Detroit's Eddie Chase tries a jungle beat 



If you're tiring of rockin' and rollin' 
and the chatter of local disk jockeys 
is forcing you to buy your own 
records, off with you to Detroit where 
d. j. Eddie Chase has broken the 



pattern ^sith a jungle beat. Following 
the well worn but still exciting paths 
of Hollywood's major studios and per- 
sonalities like Ernest Hemingway, 
Chase took an 18.000 mile safari of 
his own for the purpose of offering his 
CKLW listeners something exotic in 
the way of disk jockey fare. 

Chase was feted by y\fricans who are 
celebrities in their own right by virtue 
of filmdom's celluloid recordings. The 
king of the \\ atusi, known to millions 
for his appearance with his tribe in 
■'King Solomon's Mines," and the 
Masai warriors were among Chase's 
hosts. Also included in the trip was a 
stop at Dr. Albert Schweitzer's famous 
hospital camp. 

Among the interesting customs 
Chase discovered was the use of drums 
rather than call letters to identify 
African stations. 

Thomas J. Doyle, Inc.. sponsor of 
Chase's 6:15 to 7 p.m. Monday through 
Frida) program, never thought they'd 
be sponsoring a show from Africa, but 
then, they're never quite sure what 
Chase will give them next even while 
he's safe at home in the CKLW studios. 

★ ★ ★ 



Spanish lattgttage telecitst 
taps fresh KNTV market 




Sailing beer with a Spanish accent on KNTV 



Burgermeister Beer and Royal 
Crown Cola are selling a hitherto un- 
explored audience via a Spanish lan- 
guage telecast on KNTV, San Jose, 
CaL Through Mallory Advertising 
Agency, the companies have success- 
fully sponsored Fiesta since September, 
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1955, each spending S135 weekly for 
the half-hour musical. 

As Jim Bentley. Radio-Tv Director 
of Mallory says, "It was decided that 
live commercials and a general musical 
show would be a most effective 
vehicle." 

MC Jose Alvarez was selected be- 
cause he's a local personality with a 
"buying" knowledge of his people. A 
Latin quintet, a professional talent list 
of Spanish acts gathered for use on a 
rotation basis and an "amateur talent" 
contest segment were developed for a 
generalized approach. 

But above all, simplicity of appeal 
has been the keynote of program and 
delivery of each sponsor's two one- 
minute commercials. 

With point-of-purchase cards, news- 
paper ads, spot radio adjacent to 
Spanish language radio shows, all 
promoting Fiesta, both clients feel 
show reaches over 40T of the bu^ ino; 
potential in the area. * 

Briefly . . . 

"For outstanding achievement in 
radio and television merchandising ', 
during the 12 months bet\\een July 1. 
1955 and June 30. 1956. a Cadillac 
automobile and a placque will be 
awarded the Sylvania "Distributor of 
the Year." In announcing the award 
Bernard 0. Holsinger. Sylvania's Gen- 
eral Sales Manager, emphasized the 
necessity for "a broad comprehension 
of advertising and merchandising 
methods." The judges will be Arthur 
L. Chapman, Operations v.p. : Thomas 
P. Ryan, Sales Manager, Radio & Tv; 
John D. Thuet, Radio Sales Manager; 
C. R. Lumiey, Advertising & Sales 
Promotion Manager and Elbert W. 
Merriam, Service Manager. 

* * * 

WIP, Philadelphia, oldest depart- 
ment store-owned station in the coun- 
try, celebrated 25 years on the air on 1 
February and honored the station's 
president and general manager, Bene- 
dict Gimbel, Jr. at a party for members 
of the board of directors and station 
personnel. A special plaque was given 
to Benedict Gimbel. 

* * * 

American film producers working 
abroad have recenth begun a practice 
of shooting special footage on location 
for use in tv spot commercials in the 
States. They are not "trailers ' in the 
usual sense since they will also be used 
as theatrical short subjects. 




'"Timcbiiyers — check your neiv 
PULSE survey for Charleston, 
S. C. It's the same old storv! 
EMMETT LAMPKIN'S In The 
Garden and In The Gardeti Ves- 
pers lead the field again ! BOB 
NICHOLS' Blues 'n' Boogie is 
right lip there on top, too, as 
usual ! 

This means audience — and audi- 
ence means sales! See our rep 
.... fioir 



. f" 



] lOQOWATTif 



C"/ don''t knoiv ivhy ice keep 
spending the money for these 

things — ire nhvays iiin 

ho-hnin. . . ."^ 



w-PAL 

of Charleston 
South Carolina 



Represented by 
For joe & Company 



We're 
Pushing 

the 
Switch 
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FOR 5,000 WATTS 

KNAK*, the mighty independent of the Utah trode areo 
is now a better buy thon ever! More power — more 
pull — more soles for you in on oreo that is lorger thon 
Pittsburgh, Milwoukee or Houston ond only slightly 
smoller thon Washington, D. C, Boston or San Francisco. 
Remember, in Salt Loke, BETTER BUY KNAK - IT'S A 
BETTER BUY THAN EVER! 

Represented Notionally by Forjoe & Co., Inc. 

KNAK 

1042 South 6th West, Salt Lake City, Utah 




HOOPERATING 

KNAK . 27.8 

Station "A" .. 27.2 

Stotion "B" 14.6 

Stotion "C" 13.7 

Station "D" 7.2 
'Hooper Rating — Februory, 
1955 (12:00 noon to 6:00 

p.m. overoge.) 

SALT 
OF LAKE 
CITY 
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Big advertisers, small advertisers . . . not 
Every weekday ABC-TV's exciting, new', 
ernoon Film Festival" (3-5 EST) givt 
more big-name entertainment for your i 
than any other show on television. He 
some of the stars you get at the new, lov 
time rate: James Mason, Steirart Gi 
Jean Simmons, David Xiven, Robert X 
Deborah Kerr, Mai Zetterling, Alec Gid 
Michael Redgrave, Paid Lukas. Here are' 
of the modern, top motion pictures: B 
Journey, Aliraijs a Bride, The Cruel 
Hungry Hill, The Adventurers, The I 
tance. When you get all the facts — b\ 
plan, rating potential, frequency discoui^ 
you'll agree this is TV's most exciting p:Ji 
pation buy. ' 



abc television network 



7 West 6fUh St., New York 23, N. Y., SUsquehanna 
20 Xorth Wackei- Drive, Chicago, Illinois, AS'dover* 
277 Golden Gate, San Francisco, UXderhill 3-0077 



HOLLYWOOD TV 

{Continued from page 21} 

last extreme. They want a bonus and 
their bonus thinking is a promotion 
plug, usually one they have had hang- 
ing around for some time. 

• Does not tend to create serious 
competition to current theatrical mo- 
tion picture exhibition. 

• Is backed by enough money. And 
by this they mean just that. They do 
not want bargaining on an "Arab 
trader" level. If the advertiser and/or 
network is talking real, honest-to-good- 
ness top money, they're ready to listen. 
But they are not ready to give atten- 
tion to someone dickering for a sale 
price who will then go out to see if 
money can be raised. 

• Permits the studio to retain rights 
and control the features for times and 
purposes other than their use on the 



program, lor which the deal was made. 

SPONSOR asked one exet uti\e v. p. of 
a top studio for a sj)ecific suggestion 
on such a deal. He started and stopped 
three times before finally coming up 
with something that was not prefaced 
with "Now don't print this, but . . 
Resting his arm on a bookshelf con- 
taining an "Oscar," he had this to say: 

"What 1 am going to suggest is a 
prototype rather than a s])ecific offer 
from our studio. However. I think any 
studio would do well to entertain such 
an offer as the one that 1 in going to 
outline. Let's say a network or a 
group of advertisers underwrite a par- 
ticular tv-movie program. ^ ou know 
the t\pe. So-and-So-Living Room The- 
ater. And the\ "d be willing to use the 
name of the studio in the title such as 
MGM's, RKO s or Paramount's So-and- 
So Living Room Theater. Conceivabh, 
this program might he presented be- 



tween noon and 6 or 7 p.m.. pti>sil)l\ 
ojjposite NBC's Matinee when most of 
the women in the nation are available, 
or exposed to their tv sets, but when 
nobody would nomialK be going to 
the mo\ies.' 

And here is what another executive 
at a different studio had to sa} on the 
"specific suggestion" level: 

"Let a sponsor or a network select 
a small group of. say. special features, 
all falling into a specific category or 
all starring a specific actor or actress 
(Humphrey Bogart, Esther William^, 
Gary Coo])er, Jimmy Cagney) and use 
them, let's say, once a mouth, as a 
series of 'spe<",ials' or 'spectaculars' or 
whatever you fellows like to call them. 
This we'd be interested in. Of course, 
tl<ere'd be other items to consider like 
a promotion gimmick, but we could 
clear that hurdle." 

The imjjortant fact which both men 
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IKSPRING, TEX. 


KBST-TV 
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10 


Jan. 


5.13 
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CBS 




None 


NFA 


Wm. J. Wallace, pres. 
Howard Barrett, v.p. 


IE /ER, COLO. 


KRMA-TV3 
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30 


Jan. 










None 




KOA-TV NFA 
KBTV 
KFEL-TV 
KLZ-TV 




iAiS CENTER, NEB. 


KHPL-TV3 
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Jan. 


28.4 
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None 
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NFA 


Bi States Co., F. Wayne Brewster, pres. 
C. E. Freas, Jr., v.p. 


iA^NNAH, GA. 


WSAV-TV 
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Jan. 


32.4 




370 




None 
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WSAV Inc. 
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KJEO 
KMJ-TV 
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Calif. Inland Brdcstng. Co. 


(MXVILLE, TENN. 
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WATE 
WTSK-TV 
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RaJio Sta. WBIR Inc. 


v<IMI, FLA. 
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WGBS-TV 


298 


Biscayne Tel. Inc. 
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CHANNEL 
NO. 



DATE 
FILED 
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VKual 
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(ft)*** 



ESTIMATED 
COS! 



ESTIMATED 

1ST YEAR 
OP. EXPENSE 



TV STATIONS 
IN MARKET 



APPLICANT. AM AFFILIATE 



:L|RA, N. Y. 
'NEVILLE, ORE. 



1 1 
1 1 



14 Jan. 
21 Jan. 



220 
.467 



808 
2,520 



$247,749 
$14,691 



$325,000 
$2,000 



None 
None 



Veterans Brdcstng Co. Inc. 
Grizzly Tel. Inc. 



BOX SCORE 



U. S. stations or air 



I27§ 



Markets covered 



26 1 § 



Bi new c.p.'i and nations eolne on the air listed here are those which occurred beint*»*i 
.'8 Svember and 9 December or on which information could be obtained in that period. Stations 
u^flniidcrod to be on the air when commercial operation starts. **Effective radiaieH powpt 
Au\ power usually ii one-balf the rlsuai power. ***Antenna height above average terrain (uoi 
•ft', ground), tlnformatinn on the number nf gets in markers where not desieriatpd as heln' 



from NBC Research, constats of estimates from the stations or reps and must be aeemeU approii 
mate. 5Data from VP.r Tlpf«'a'''h and Plarwiinp NT \ ■ fieureg available at presstlu- 

on sets in market. ^Community would support proposed lower-power station at least three years, 
or until such time as it becomes seH -sustaining, spresently off air, but still retains CP. 
3Xon commercial. 
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Wise Owl: 
sells drug 
products 
in L A. on 

KMPC 

• Owl Drug Company's rec-ent re- 
newal of their 6()-programs-weekly 
schedule on 50,()00-watt KMPC is 
based on their 4-year experience on 
the station. The agency with drug 
product accounts may iveli follow the 
lead of this successful retailer, tvho 
checks sales results at cash registers 
every day of the week. 

• As with drug store items, so with 
other products and services. KMPC, 
with its Music-News-Sports program 
pattern, has success stories by the 
handful in every important category. 
Ratings? Consistenth good. Your 
favorite measurement service will 
show KMPC in a favored place in Los 
Angeles. That's why we say: 

. . . // Yon Want To SELL 
Sonthern California . . . BUY 

KMPC 

710 kc LOS ANGELES 

50,000 watts days 10,000 watts nights 

Gene Autry, President 
Robert O. Reynolds, v. p. and gen. mgr. 

Represented Nationally by AM Radio Sales 



stressed in their suggestions was that 
such use would not present a serious 
threat to theater exhibition, while at 
the same time it would give the orig- 
inating studio a chance to be men- 
tioned. 

"Let me add." said a third, whose 
suggestion was along the lines of those 
outlined above, "that a free one-min- 
ute plug for our current theatrical 
product, somewhere durng the pro- 
gram, would certainlv be an important 
added consideration." 

In order to help admen in their 
plans, related to the motion picture 
industry, SPONSOR presents the an- 
swers to another group of questions 
asked of responsible men at the vari- 
ous studios: 

► Are you willing to consider an out- 
right sale of your feature picture back- 
log, if enough money is offered? 

SPONSOR got three unnualified 
"No's." The only "Yes" came from an 
important independent, who quickly 
added that he did not believe that 
within the foreseeable future anvone 
was likely to offer whgt he would con- 
sider "enough monev." 

The remainder of those interviewed, 
reverted to suggestions along the lines 
of those above. 

► Arc you ivilling to entertain an of- 
fer, to present a major motion picture 
for its first run on tv? 

SPONSOR gives the answer of a man 
whose studio, aside from the multi- 
million dollar big pictures, still pro- 
duces a limited number of pictures at 
a cost of a million or slightly less: 

"There is no blanket answer to this 
question." he said. "But let us take a 
hypothetical case: We're producing a 
color feature, that will cost around one 
million when completed. A network 
approaches us with the proposition to 
run this picture on tv prior to its the- 
atrical release. W e might be willing to 
let this picture go to tv, if the tv run 
will bring us back our negative cost 
(which is likely to be somewhat less 
than the SI million budget ) , because 
with the enormous savings in adver- 
tising and release jirint costs, we stand 
a good chance to make a bigger profit 
out of the subsequent theatrical runs 
in the domestic and foreign markets 
than if the picture were to be bandied 
in the conventional manner. It must 
be remembered that an ever-increas- 
ing percentage of our profits at the 



current box-office set-up stem from 
foreign distribution. 

"I would be especially tempted to 
make such a deal, if it were to concern 
the type of picture which stands to 
gain by word-of-mouth reputation. In 
other words, a picture that has no sen- 
sational gimmick on which to hang an 
advertising campaign, but that has the 
kind of emotional story values that 
will make people talk about it. In our 
way of thinking, the tv run in such a 
case would take the place of a road- 
show engagement. ' 

► What about pictures like "The Ten 
Coinmaudments," "Guys and Dolls" 
and such? 

The head of one of the top studios, 
after admitting that the above formula 
might work for certain pictures, gave 
this answer: 

"These are not pictures in the old 
sense of the word. These are shows. 
Like a Broadway play they need spe- 
cial exploitation and special handling 
in their presentation. People will al- 
ways })e willing to leave their homes 
and spend money to see such shows. 
In the long run it will be the unique 
heritage of the motion picture produc- 
er, to create a limited number of such 
shows each year and tv will never, or 
not at least in the foreseeable future, 
have the kind of resources, to utilize 
such shows profitably." 

► Are you willing to create pictures 
especially for tv? 

Five of the studios generally had tliis 
to say : "The answer depends on the 
circumstances. Under no condition 
will we make such pictures on specula- 
tion. Our speculative funds will al- 
ways be funneled into our theatrical 
product. On the other hand, we are 
most certainly willing to entertain of- 
fers from either networks or sponsors, 
to produce special programs for them 
be they 30-, 60-, 90-minute or other 
lengths, as long as the offer involves 
monies and conditions which give us a 
reasonable chance to make a profit. 
This profit may be derived from the 
actual production or from the subse- 
quent theatrical distribution of such 
shows in the domestic and /or foreign 
theater markets." 

► With the rapid integration of mo- 
tion pictures and tv. are you thinking 
about acquiring control of one of the 
existing networks, or of creating a 
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WHAT'S AN ALLIGATOR 



DOING AT 



THE 21? 




from Gulf To Ocean • Gainesville To Okeechobee 



the 'Gator declared, "I'm doing a right good joh. 
That's the reason I'm here. The listeners like nie; the 
advertisers think I'm the greatest, so the hoss says I've earned 
me a trip. 



"Besides, turn ahont is fair play. Every year more than ,5 
million tourists come to Florida's WGTO Land and spend 
close to a hillion dollars. The leasl I can do is bny you a drink." 




Now Something New is Added — "RECALLIT and WIN" — 



Cash Prizes — Every Weekday — On The Hour — $7000 fackpots! 

P.S. Here's a "natural" for national and regional advertisers hIio want to 
get the most out of their spot radio dollars. It's a 30-County W«CTO-Land 
Quiz, modeled after the high rated KWK (St. Louis) show that has heen 
pa>'ing off for listeners — and sponsors — for years. 

SEND FOR FULL DETAILS TODAY 

lomo WATTS 



Eugene D. Hill, Gen. Mgr. 

HAINES CITY, FLA. 
PHONE 6-2621 

owned and operated 
by KWK, St. Louis, Missouri 
Represented by 

WEED & COMPANY 

540 KILOC^^CLES 



network of your oun? 

"\o. It would he foolish. First of 
all, hased on the availahle resourees it 
would be easier for \BC or CBS to ac- 
quire auv one of the major motion 
picture studios, than the other way 
around. In addition, we were burned 
once, when the govermnent forced us 
io liquidate our theatre interests and 
we certainK are not going to invite a 
similar action. b\ making such a move 
as ) ou mentioned." 

► What about fee Iv? 



Must of the major executives get a 
nostalgic look in their e\es when this 
is mentioned. Thev admit having had 
high hopes for this phase of television 
as a new means of creating a tremen- 
dous box-ofiice potential for their prod- 
uct. Some of them still see it as a pos- 
sihilitv. 

'"But it's a dying issue.'' one of them 
connnented. "The networks, under the 
leadership of General SarnofT. are 
jiroving that there is practically noth- 
ing in the fields of entertainment and 
sports, than cannot be presented with- 



in the framework of commercial tv. In 
order to get FCC approval for their 
plans, the fee tv boys will have to 
prove that they can give the public 
something, that is unavailable in any 
other wa} . and that's worth paying for. 
This is getting more and more compli- 
cated, as tv comes of age. ' 

Only Paramount is still all-out opti- 
mistic about fee tv: 

■'We have developed the Interna- 
tional Telemeter System and we believe 
that not only will the public be willing 
to pay for the kind of entertainment, 
that we can present at a nominal 
charge, but we feel confident that it 
will become reality. Whether or not 
the FCC has actual jurisdiction of this 
jihase of tv. is not as yet clear. It may 
take an act of Congress, but you can't 
hold back progress for the benefit of 
the advertising business." 

► Is there a icay in which to judge the 
effect, which first-run tv exposure 
might have on the gross of a picture? 

■'To date we have no way of know- 
ing. The presentation of the 'Constant 
Husband' as a first run by NBC, will 
not be a criterion, since a British 
feature of that type at best appeals only 
to a limited audience. The average 
L .S. gross of such a picture is in the 
neighborhood of $500,000, which is 
the figure I\BC reportedl} paid for its 
use on tv. 

"The onl) other picture, which was 
first exposed via tv was "Davy Croc- 
kett.' This, too, cannot be considered 
a test case. On the one hand it is a 
children's picture, and kids are known 
to love to see the same show over and 
over again. In addition, it rode in on 
the wave of a phenomenal publicity 
campaign which reached its climax 
during the period of tv presentation, 
but which petered out before the fea- 
ture had a chance to prove Itself in the 
theatres. The theatrical grosses on 
"Davy Crockett" have been disappoint- 
ing, but I do not believe that I would 
consider this experience a deterrent in 
evaluating the first-run tv exposure of 
one of our own pictures." 

Another executive picked "Marty" 
as an example. "Here is a picture, 
the stor) of which was presented live 
on tv. not once but twice. The feature 
contains little that wasn't in the origi- 
nal tv presentation, which had been 
seen by millions. And still it is doing 
business. Here is the kind of a case 
( Please turn to page 78) 
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ARIZONA 



NATIONAL REPRESENTATIVE - GEORGE P. HOLLINGBERY 
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WSAZ-TV 

has the 
audience sewed up 
in the Huntington- 
Charleston 
television market 
with 25 out of 27 
top night-time 
shows* 
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Perry Como wSAZ-TV 
Big Story wsAZ-TV 
Fireside Theatre wSAZ-TV 
Life of Reiiiy wsAZ-TV 
Lassie station B 
Lux Video Theatre wSAZ-TV 
Colgate Comedy Hour wSAZ-TV 
Bob Hope WSAZ-TV 
Saturday Night Jamboree WSAZ-TV 
People Are Funny wsAZ-TV 
Groucho Marx wsAZ-TV 
Waterfront WSAZ-TV 
Big Town WSAZ-TV 
Big Surprise wsAZ-TV 
Robert Montgomery wsAZ-TV 
Grand Old Opry wsAZ-TV 
Ford Theatre wsAZ-TV 
Father Knows Best wsAZ-TV 
Dragnet wsAZ-TV 
I Love Lucy station B 
George Gobel wsAZ-TV 
Producer's Showcase wsAZ-TV 
Truth or Consequences wsAZ-TV 
Loretta Young WSAZ-TV 
Wild Bill Hickok wsAZ-TV 
People's Choice wSAZ-TV 
This Is Your Life wsaz-tv 



Huntington- 
Charleston, 
West Virginia 

CHANNEL 3 
Maximum Power 
NBC BASIC 

m NETWORK 
affiliated 
ABC 




'and all the top 
cumulative daytime 
ratings, too, according 
to ARB, Nov. 1955. 



WSAZ 



TELEVISION 

also affiliated with Radio Stations WSAZ, 

Huntington &. WGKV, Charleston 
Lawrence H. Rogers, Vice President and 
General Manager, IVSAZ, Inc. 
Represented nationally by 
The Katz Agency. 
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TV COMPARAGRAPH OF NETWORK PR 

TUESDAY WEDNESDAY 



OIno Uoni 
School 
10-10:30 
•P&Q: BB&.T 
' lit ID 10:15-30 
66Ch L 
« hr $745 
Vi hr $1,600 

I 



Ernie Kovacs 
Show 
NY I- 



Home 
mf 11-12 
91NY lAV 
(Women's lervice 
Droirraia. For 
onrtlc aponnori, 
(hire are eUht 
l-mln cnmmer- 
clala en hour 
*T*llable 
1-mlii partlr; 
lime & tal $700P 
(tee tu for 
•DODior lilt) 

L 



Tenn*««e« Ernie 

Ford Show 
Procter AOsmhl* 

12-12:15 tet 
Hy m-f r< 
Benton & Bowie* 
'/< hr $2,700 

Feather Ywir 
Neit 

(quis. Bud 
CollTerl 
;>>lcit*-PiImollTe 
MSr m-f L 

(ltd 11:30-45 
Eity V* hr $2,700 



No netwnrk 
programlnf 

m r 



No network 
proKTimlaf 
m-f 



Garry Maore 
Milea Labi 
Wade A4i 

tu 10-10: 15 

KcIloKE' Burnett 

tu 10:15-30 
56-:0NT L 
'A hr $3.140 
Arthur Ga^fny 
Corn Pro<)uots 
C!. Miller 
Minn. Mining 
10:45-11 
BBDO 
Exp 2/14 



No network 
procraminf 
m-r 



Oadlray (cont'd) 
Kelloi!! Burnett 
11-11:15 



Plltskury Mild 
ni-th 11:11 SO 
Burmtt 



StrHie It Rich 

0>lfata 
m-r (an non) 
eity 



Valiant Lady 
Weaioo Oil 
NY I, 
FltzianiM 

Love cf Lite 
Amer Hoim 
B-r lie* mco) 

B-B-T 

Search for Taai'w 
PiQ: Joyt 
m-r (lea moo) 
B-B-T 

Guiding Ll^t 
Pita: Ivory, duit 
ni-( dee mool 
Compten 



Network 
proffremlng 
discontinued 



Ding Deng S«M 

10-10:30 
Iifanhatun Soap 
SB&W 

t.U i 10-10 '.i5 
Collate: Bate* 
P&Q: BBiT 

'A hr $1.600 

Ernie Kovacs 
Show 

NY Ij 



Heme 

m-r 11-12 
NY L& 

(see mon) 
Partic ipoDior 
Wear-H^er Proi 
FAS &R 
H. J. Heinz 



Ullls Bros 
Ted Bate* 

Peerleii Elte 

broll-gulk 
ZItwa Ca 



Ford Show 



Hy 
B&B 



m-f 



Feather Yaur 
Neit 



alt d 
NY 
Erty 



13:30-46 
m-f 



No oetnork 
programlns 
m-f 



Garry Moore 
Uver Broa JWT 
Qen Molon 

10-10:15 
Gen Motors 
w 10:15-10:30 
Arthur Godtrey 
w 10:30-46 
Easywasher 
BBDO 

10:30-10:45 

BBDO 

BrIetl-iUra.YiR 

m,w 10:45-11 
40Var 



Nctwnrk 
proeramlni 
distvntlnurd 



OIni Oonf 

School 
10-10:30 
Wander Co: 
oraltlne 10:15-30 
Tatham- Laird 
Ch rat I. 
'A hr $1,600 



Ernie Kofvacf 
Show 
NY I, 



.\o ne 
proEra 





ilmul 'A hr %3S3i 






r 
s 

No network 
procnunlof 
m ( 


Godfrey (cont'd) 

Lever: pepsodent , 

m.w 11-11:15 
JWT 1 

Plllsbury Mills 

m-th 11:15-30 
Leo Burnett 


H ome 
in r 11 12 
NY L.vr 
(see mon A tul 


No ne 
proffra 
m- 








a 


Strike It Rich 
(foliate 
m-r 1 
(see meet 1 

Esty [ 


1 

t mln psrtte: 
time & tal $7000 






Valiant Lady 
Qeneral Mills 
m, w, f 
DFS. K-R 


Tennessee Ernie 
Ford Show 

l*rocter & Oamble 
12-12:15 

B&B 

Hy m-r L 




J No network 
procramlni 


Love af LIfa 

Amer Home Pr 
m-r (see mon) 
B-B-T 


No ne 
progrs 


m-r 


Search far Tem'w 




m 




P&Q: Jojt 
m-r (see mon) 
B-B-T 


Feether Yaur 
Nest 




e 

[j 


Guiding Light 
P&Q: Ivory, duit 

m-r (see mon) 
Cempten 


oolgate-PalmollTo 

alt d 12:30-4$ 
NY m-f L 
Saty 





Nt netnork 
orngremlng 
m-f 



No nf^'wr^-^ 
nrojrremfniT 



No network 
prosramtng 
oi-f 



S» network 
proKremlns 
m f 



Jack 

NY 



Paar Shaw 

m-f L 



Love Story 
I'&Q: orell. 
Ivory snow . 
m-r (see mool 
0F9 



Rotiert 0 Lawls 
sust 

:2NY L 
<A hr $3,150 

Art LInklftfer 
KpIInEff: ell p'' 
52nT L 
tii.th 2:30-45 

Burnett 

t'lKihurv Mill. 

';:15 3 
2:45-3 14 hr 

Burnett $4000 



No network 
procramlni 



No network 
Drnsrem<T>r 
ni r 



No network 
Dnikfrnming 
m-f 



Jack 
NY 



Paar Sho 
m-f 



Nu network 
nrneramlni: 
m-r 



Love Story 
P&G: prell. 
Ivory snow 
m-f (see mon) 



DFS 



Robert Q Lewi 
84N'T 



sust 

•4 hr $3000 

Art Llnkletter 

T,evpr' gnr' 
m.w.r 2.30-45 
BB DD 

Plllshliry MIIli 
m-th 2-4.', 3 
(s^p moti) 
Burnett 



No network 
prnsramlns 
m r 



No network 
DroeremlnE 
m r 



Nu ne 
nrngrs 



No ne 
prnffra 



NBC's Matinee 

Theatre 
nertlc sponsors 
HT L 

(X)LOR 



Afternoon 
Film Festival 
St 1/16 
partic 



Bio PnybfT 

D! f 

NY s"« "i.th L 
sust 



Bob Crosby 
C-M alt wks 
Cametinn 
3:30-3:45 
Mlle« Leba 
Wade 
3:45-4 



NBC's Matinee 

Theatre 
pertic sponsors 
HY L 

t I 



Afternoon 
Film Festival 
St 1/16 
panic 



Big Payefl 

CnlKete 
m.w.r 
(see mon) 

F.», 

NT 



BobCTMby 
nenernl Mlllt 
m.w.r 3:45-4 

44nv T. 

Knonc- H. hr 

Reeves 

XT H hr $3.:no 



NBC's Metlnee 

Theatre 
partic sponsors 
NT L 



After 
Film f 
si 1 
par 



Date With 
Life 

Borden Co 
NT ra.w.f L 
Y&R >/i hr $2600 
Modern 
Romances 
CnUate 
B. Houston 

Queen for A 
Day 

NY I- 

Dlilecup 
P&G 
Miles Labs 



Pinky Lea 
Show 
4SHy m-f L 

1 mln partic 
time * total' 



Brighter Day 

P&G 
m-r (see mim) " 
Y& R 

The Secret Stora 
Afternoon Amer Home Prs 
Film Festival NT m-f L 
partic B-B-T 

Dn Your Account 

(Win Elliott) 
P&G: tide, prcll 
m-f 

Benton & Bawlea 



partic 



Howdy Doody 
Standard Brands: 
royal puddinis. 

selatin 
T8NT 4SL 



Bataa •/. hr$2800 
COlJOR 



Mickey MouM 
Club 
m-f 

TV Time Foods 

$2,800 vvelch Grepe Jc 
DCSS 5:15-5:30 

Armour 
Laird 5:30-5:45 

Carrutlon 
Erwli Waaay 
6:46-6 

NT r 

per <A hr $2.S00 



No network 
prosremlnE 
m-f 



Way of the 
World 

Borden Co 
NT m.w,f L 

Y&R 

Modern 
Romances 
Colgate 
B. Houston 



Queen for 
Day 

NT 



Pinky Lee 
Shaw 

Hj m-f L 
Partic: G«n Fds: 

Inst ]eU-o 
Y&R tu.w,f 

Howdy Ooody 
Eellogi Co: 
rice krisples* 
51NT 44L 
LB (see bel) 
tu, th 5:30- 45 

Colgate: ttbpst 
51NY 5:45-6 48L 
Bataa V* hr $2S00 



Afternoon 
Film Festival 
St 1/16 
partic 



Brlohter Day 

P*0 
m-f (se« mnn* 

NT T&R 

The Secret Storm 
Am Home Prods: 
m-f (see mon) 
B-B-T 

Dn Your Account 

(Win ElllnttI 
P&G: tide, prcll 
m-r 

NT 

Bcnten & Bowlee 



Mickey Mama 
Club 
m-f 

BBDD 

Ticks 5-5:16 
Gen'l MUU 
m-w-r 
5:15-5:30 

5:45-6 
Knoi Reeves. 
Esty 

Mattal 

alt wlUi 

CarsotiWlob arts 
SOS 

McC-E 6.30-5:45 
NT r 



I 



No network 
proeremlns 
m-f 



Way at the 
World 

Borden Co 
NT m.w.f 

Y&R 

Modern 
Romance 
Colcato 
B. Houston 



Queen for 
Day 

NT 



After 
Film I 

St 1 
pal 



Pinky Lm 
Hy m f L Mickey 
Partic; Gen Fds: -' 
Inst 'ell-o S. C. 
Johnsn & Johnsn * 
YiR lL.w,r 

Campbc' 
Burnett 
5:15-5:3( 
Bristol 
Y&R £ 
NY 

per 'A h 



Conii.'v ■ ■ . 
wnnrip- '•■ ^- 
bosteas ctKn 

47Kr -"SI 
5 30 e 



Betes 



{2.a6o 



'OGRAMS 



Daytime 6 February 1956 



twork 
mins 
f 



twork 
mlng 
f 



twork 
mlDi 
f 



twork 
mlnff 
t 



tw9rk 
mini 
f 



noon 
-estival 
/16 
tic 



noon 
'estival 
/16 
•tic 



THURSDAY 



Qarry Moore 

Hazel Bishop 
Spector I 
alt. nks 
North 

th 10 10 :15 

Chun Klne: JWT 
Tonl: Burnett 
alt th 10:15-30 
55-7iNT L 
■A hr $3,140 
Arthur Gndfrey 
Bristol Myers 
Y&R 

10:30-10:45 
Amer Home 
10:45-11 

BBT 

Godfrey (cont'd) 

Kellogg 
Burnett 

Plllsbury Mill! 

m-tli 11 :15-30 
Leo Burnett 
40Var L. 
simul 1/4 hr $3995 



Strike It Rich 

Colgate 
m-f (see mon) 
Eety 



Valiant Lady 
Tonl Co _ 
NT ^ 
Weiss 4. Goller 

Love of Life 
Amer Home R 
m-f (sea mon) 

B-B-T 

' Search tor Tom'w 
P&O: loyt 
m-f (see mon) 

B-B-T 

Guiding Light 
P&G: Ivory, duit 
m-f (see mon) 
Comoton 



Jack Paar Show 
NT m-f L. 



Love Story 
P&G: prcll, 
Ivory snow 
f (see mon) 



Netvvork 
programing 
discontinued 



m 



DFS 



Robert Q Lawit 

Ralston Purine 

Co alt wks . 
GBB I 



2:15-2:30 

sust 
<A hr $3,150 

Art I inklcttrr 
KelloEE: all r>r 
52Hy I, 
LB tu.th 2:3 0-4^ 

Plllshury Mlll» 

m-th 2:45-3 
IB M hr J4,n0fi 



VT 



Bio 



Pavoft 

m-r 

lid tii.th 



Boh Crosby 
Tont Cn 
Weiss & Ficller 
th 3:50-45 



Scott Paper 
th 3:45-4 

I W TTiompsot 



Brighter Day 

P&G 
m-f dee mon) 

Y&R ^ 

The Secret Storm 
Amer Home Prs 
m-f (see mon) 
B-B-T 



On Your Account 

fWln Tniiott) 
PX-G; tide, prell 
m-f 

Benton & Bowlei 



Mouse 

It' 

Johnson 
Son 

5-5:15 
1 Soups 

t, 5:45-6 
-Myers 
'.:S0-5:45 
F 

r $2,800 



No network 
programing 



Oinu Oung School 
Manhattan Soap 
SB&W 10-10:15 

Gerber Prods ' 
D'Arcy 10:15-30 
Ch m-f L 
1/4 hr $1,160, 



Ernie Kovacs 1 
I Show t 

' NY 1/ 



Home 
m-f 11-12 
NT T.*F' 
(see mon & tu) 



1-mln partlc: 
time & tal $7000 



Tennessee Ernie 

Ford Show 
Procter & Gamble 

12-12:15 seg 
Hy m-f L 
Benton & Bcwies 

Feather Your 
Nest 

Colgate- Palmollva 

alt d 12:30-48 
R. J. Seynoldi: 

Winston elgi 
15 mln, 3 th in 4 
NT m-f L 
Esty 



No network 
programing 
m-f 



No network 
programing 
m f 



NBC's Matinee 

Theatre 
partlc sponsors 
HT L 



I 



Way of the 



NT 



World 



IModern 
Romances 

Colgate 
B. Houston 



Queen for a 
Day 

NT L 



FRIDAY 



No network 
programluE 
m-f 



No BBiwork 
programing 
m-l 



Pinky La« 

43Hy m-f L 
Partlc: Intl Shoe 
H,H&McO tb 



Howdy Doody 
Kplloei: Co 
tu.th (se* tu) 
Lao Burns*t 



No network 
programing 
m-f 



No network 
prngramtng 
m-f 



No network 
programing 
m-f 



SATURDAY 



Garry iMoore 

Gen Mills DFS 

f 10-10: 15 
Lever Bros JWT 

f 1 0:15-10 :30 
SOS: McC-E 
alt f 10:3 0-45 
CBS-Hytron 
B&N 10:30-45 

Converted Rice 
Burnett 

Alt Wks 
Prudential C&H 

f 10:45-11 
55-85NT L 
■A hr $3,140 



Garry Moore 
(cont'd) 
Tardiey of Lndn 
Ayer f 11- 11:15 
Ralston -Purina • 
GBB alt wks 
. Masland A&C 
11:15-30 L, 
^4 hr $2038 

Strike It Rich 
Colgate 
m-f 

'«ee mon) 
Esty 

Valiant' Lady 
General Mills 
m, w, f 
DFS, K-R 

Love of Life 1 
Amer Home Pr I 
(m-f (see mon) ' 

B-B-T 

Search tor Tom'w 
P&G: loyt 
m-f (see mon* 
B-B-T : 

Guiding Light f 
P&G: Ivory, duzt 

m-f (see monl 
Comoton 



Jack 
NT 



Paar Show 
m-f L ■ 



Afternoon 
Film Festival 
St 1/16 



Love Story 
P&G: preii. 
Ivory snow 
m-f (see mon) 



Robsrt Q Lewis 
Brown & Wmsn : 
viceroy — alt nlc 

Bates 2-2:15 

2:15-2:30 sust 

49NT h 
1/4 hr S3, 1 50 

Art LInkletter 
I,ever: suif 
BBDD ni,w.f 

Hawaiian 
Pineapple 
Ayer 2:45-5 
64Hy L 
Hhr $<n(.Ki 



f.H Paycfi 



Estv 

Bob Crosby 
.•SOS: McCann-E 
Gerber: D'Arcy 
alt f 3:r!0-4.'i 



Generrl MI'I 
<lHy 3:45-4 
Knox- M hr 
Reaves $3100 



Afternoon 
Film Festival 



Brighter Day 

P&G 
m-f (see mon) 
Y&R 

The Secret Storm 
Am Home Prods; 
m-f (see mon) 
B-B-T 



On Your Account 

(Win Elliott) 
P&G: tide, prell 
m-f 

Benton & Bowies 



*=itandard Brandf 
Bat't 1' !h 

'A hr $2,800 



Mickey Mouse 
Club 

Ijettuce. Inc 

J. Cohan 
alt wks with 
Morton Salt 
NL&B 

m-f 
Gen'l Mills 
m-w-f 
8:15-6:30. 5:45-6 
Knox Reeves 

& Esty 
Mars Candy 
6:50-8:45 
Burnett 

NT F 
per K hr SCBOO 



The New 

Revue 
(coloicut) 
NT L 



Network 
programing 
discontinued 



Oing Dong School 

10-10:30 
Colgate: Batea 
alt f 10-10:15 
general Mills: 
Tatham-Ltlrd 
r in:l.'i-30 seg 
1/4 hr $1,160 



Hollywood 
Backstage 

I Chas AnUll 

• m-w-f 

tu, tb sust 
NT L 



Home 
m-f 11-12 
NT L&F 
(see mon Sc tu) 



1-min partie: 
time & tal $7000 



Tennessee Ernie 
Ford Show 

Procter & Gamble 

12-12:15 seg 
Hv m-f L 
Benton & Bowles 



Feattier Yiur 
Ne<t 

%lgate-P«lmollTe 
ait d 12:50-45 
NT m-f L 
Etty 



No network 
prorramlng 



No network 
nrogramlng 



No network 
programing 
m f 



No network 
nrogramlng 
m-f 



NBC's Matinee 

Theatre 
partlc sponsors 
Hy L 



Way of the 

World 
Borden Co 
NT m,w,f L 

Y&R 

Modern 
Romances 
Colgate 
B. Houston 



Queen tor 
Day 

NT 



a f 

Ii 



Pinky Lt» 
Hy m-f L 

"<>-<ir: Gen Fds! 
v« R tu,w.f 



Howdy Doody 
Luden's 
Mat hes 5 :30-48 
Intl Sb: H.H&M( 

Bit f 5:45 -6 
■Veil* Grp Juice 
OCSS alt r 8:4S-« 

<A hr $S.8M 



No network 
programing 



Capt. Kangaroo 
10-10:30 



Winky Dink 
Anfl You 

sust 
10.50-11 



Mighty Mouse 
Playhouse 



Tales of 
Texas Rangers) 
General Mills 
Tatham- 

Laird 116.000 
alt wks 
Curtlss Candy 
C. L, Miller 



The Big To) 
National Dairy 
Prods: sealtest 
Ice cream, seal- 
test dairy prods 
, 69Phila I, 



Network 
programing 
discontinued 



Children 
Corner 

NT au5t 



Hy 



Pinky L 
Show ^ 



Fury 

General J 
NY 
B&B 



Paul Win 
Show 
sust 



Chose Up S 



Avar 



tu.ooo 



Mr. Wizi 
sust 



Lone Ranger 

I General Mills: 
' wbestles, kli 
. 51NT F 



No network 
programing 



DFS 



$18,000 



I C^pt Midnight 
I Wander 
T. Laird 



No nalHu 
prof rimtr 



No network 
programing 



Pacific Coast 
Conference 
Basketball 
2-3:45 
AmanB 
Maury, Lee 
Marshall 



No netwo 
programir 



No network 
programing 



Big Ten 
Basketball 
sust 3-5 pm 



NBA Bsski 



No network Big Ten 

programing Basketball 

sust 3-5 pm 



NBA Baske 
(cont'd) 



No network 
tirograming 



No network 
programing 



No netwc 
precramli 



I I 



I 



I 




THE SmS^ ^ME OVT IX DMLim 



for "SATURDAY SHOWCASE" with DEL COURTNEY 



...and Del Courtney's 
"MOVIE MATINEE" 
offers the top-rated 
week-day afternoon 
feature film participation 
program in San Francisco. 



It's only natural that the top names in the entertainment world 
play San Francisco. And it's equally natural that they appear on 
San Francisco's number one TV variety show... Del Courtney's 
"Saturday Showcase." It's Northern California's big buy, as 
America's greatest entertainers sing, dance and play for an esti- 
mated weekly audience of 250,000. The cost? Just $100.00 per 
participation. Ask your Katz man for full details. 



NO SELLING CAMPAIGN IN SAN FRANCISCO 

IS COMPLETE WITHOUT THE WBC STATION.. 



■ CHANNEL 



H'^mr WESTINGHOUSE BROADCASTING COMPANY, INC. 



SAN FRANCISCO, CALIFORNIA 

Re^'rcsentcJ by the Katz Agency 




6 FEBRUARY 1956 



77 




PEGGY STONE 
New York 



. . and ALWAYS FIRST in low- 
est cost-per-thousand listeners in 
every quarter hour segment, any 
day, every day, all day — and night! 



6 A.M.- 


-6 


P.M. 


6 DAYS A WEEK* 


Denver Share 


of Audience 






. . 18.75 






. 14.50 






. . 13.50 






. . 12.25 


Independent B . 




. . 10.75 


Independent C 


• 


. . 8.25 






. . 7.50 


Independent D . 




. . 6.50 


Independent E . 




. . 1.75 


Independent F . 




. . 1.25 


*Pulse, November 


955 





Call Lee Mehlig, KTLN in 
Denver, or any KTLN 
national representative for 
the complete KTLN story" 



NEW YORK— Radio Representatives, Inc. 
CHICAGO— Radio Representatives, Inc. 
LOS ANGELES— Lee O'Connell Co. 
SAN FRANCISCO— Bill Ayres Co. 
SOUTH— Clarke Brown Co. 
SEATTLE— Hugh Feltis t Asstes. 
PORTLAND— "a" Cox & Asstes. 



KTL 



Denver's 24-hour Voice 
of Music— Colorado's 
Most Powerful, Most 
Listened-to Independent 



LEONARD COE, Owner ond Operotor 

78 



' where tv exposure helped tremendously. 
"It is doubtful that this picture, 
telling a simple story and starring 
unknowns, done in black-and-white 
without the added glamor of Cinema- 
scope, VistaVision or any of the other 
box-office incentives, could have done 
nearly as well without the tv history. 
It's the type of picture that people must 
see in order to talk about it. Tv created 
the word-of-mouth and the public came 
running." 

SPONSOR, feeling that the tv activities 
of the major studies, may eventually 
present a serious threat to the inde- 
pendent tv film producers, talked to 
Desi Arnaz (Desilu), Hal Roach (Hal 
Roach Studios), Jack Gross (Gross- 
Krasne), Warren Lewis (Four-Star), 
and others. The reports of these men 
proved that they are not only not 
worried, but that their plans for 1956 
include very active inroads into the 
fields of feature motion picture pro- 
duction. 

► Hotv do you feel about the major 
studios getting into tv film production? 

Desi Arnaz (Desilu) : "If you'd asked 
me a year ago, I'd have said that I was 
worried. I'm not worried any longer. 
It's a lot easier to be used to working 
under the limitations imposed by tv, 
and then to branch out into feature 
production, than it is to suddenly try 
and channel the thinking, which for 
years has been used to roaming in the 
limitless expanse of motion pictures, 
into the rigid schedule, time and money 
requirements of tv. Personally I expect 
to do a lot better with the feature 
picture, which I have planned for this 
coming year, in the theatrical field, 
than the majors have done when they 
invaded our field." 

Wynn Nathan (MCA-Revue Produc- 
tions) : "They haven't got a thing that 
we haven't got. We can hire the same 
people, we can get the same facilities 
if we haven't got them already, and 
believe it or not, we've got much more 
money." 

Jack Chertock (Independent): 
"There's room for everybody. It's all 
one big business, and there are things 
which I can do that they can't, and 
vice-versa. What makes it tough for 
them is that they're not used to the 
limitation, under which we have to 
work in tv. A picture has to run ex- 
actly 26% minutes or 54 minutes and 
it must be ready on a certain day, and 
I it can't cost more than X number of 



dollars. These considerations never i 
existed in feature production in that 
same manner. On the other hand, every 
once in a while our artistic tempera- 
ment rebels against these selfsame 
limitations, and that's when we begin 
to think in terms of features or plays. 
Personally, I'm planning one feature 
and one Broadway play for 1956." 

In talking to the independent tv film 
producers, SPONSOR found that most 
except MCA are planning feature pic- 
ture production in 1956. Thinking 
that this might limit the number of 
tv film shows available to advertisers, 
SPONSOR tried to dig further into the 
reasoning behind these moves. 

► Are you planning to curtail your tv 
production in order to devote more 
time to features? 

"Tv films are our primary business. 
We will produce a many as we need 
to satisy our clients and as we feel we 
might be able to sell to sponsors or 
networks. But there is an artistic chal- 
lenge in picture production. There it 
is not the judgment of the advertiser, 
but that of the paying public, which 
determines whether what we have pro- 
duced is a success or failure. It is to 
meet this challenge that we are plan- 
ning to make features." 

Do you think the production of 
features is more lucrative than tv film? 

"Not necessarily. The initial risk 
is greater, and if you've made a hit, 
the rewards are tremendous. But a 
flop, which might slide by in the frame- 
work of a tv series, will result in sub- 
stantial losses in the case of a feature. 
But that's showbusiness." 

► Aside from the desire to leave the 
limitation of tv [and to make mony, 
of course) , what other specific incident 
made you decide to produce a feature? 

"The finding of a story. In produc- 
ing hundreds of tv films, we read 
thousands and thousands of stories. 
Every once in a while, there'll be a 
story that would suffer from presenta- 
tion in half-hour or hour form, but 
that would make a magnificent piece of 
entertainment in the scope of a feature 
picture. The finding of such a story 
property is the first step toward the 
planning of a feature. In that way we 
have a great advantage over the 
majors. They have to make so many 
features a year, in order to satisfy 
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the theatres. We don't. We'll make 
one when we're sure that the story 
we've found points toward a great 
picture." * * * 



MARKETING MALARKEY 

{Continued from page 35) 

uct-moving advertising will ever hold 
a client when the going gets rough." 

Advertising has been defined as "a 
public notice." Today it is much more 
intricate than this. How to get the 
public to notice your notice would be 
more appropriate. Advertising now, 
more than at any other time, has to be 
new, fresh, smack of ingenuity and 
creativeness. Top advertising is not 
the advertising that waits until the 
ether fellow has developed it, and then 
you tag on, hopping the caboose as it 
pulls out of the yard. 

Advertising people can't be afraid 
of an unusual idea. And the ones who 
are searching for it like the Leo Bur- 
netts will spur their creative people to 
the last drop of perspiration for that 
right idea. Because it is this creative, 
unusual, imaginative idea that the cli- 
ent seeks, needs. 

Look around your office and see if 



you have any trouble spotting a con- 
tact man who would prefer to take a 
campaign out to his client that looks 
almost exactly like the leader in the 
field. 

Any trouble spotting him? 

It is easier to be busy getting the 
client tickets for a Broadway show, 
going to lunch with the network man, 
slopping by Saks to exchange the gift 
the wife didn't like or gelting the latest 
cliche from The Avenue than it is to 
be busy thinking. 

The battle of advertising campaign 
Icok-alikes is being fought on all me- 
dia fronts. Watch television for a 
night, look at the national publica- 
tions, your newspaper, listen to the ra- 
dio, glance at the outdoor displays. 
They have one thing in common — 
sameness. 

But then there's always the one ad- 
vertising man, the one agency that re- 
fuses to follow the others, who resists 
the usual, as they say in one of the 
agencies here in New York. This is 
the advertising man, the agency that 
comes up with the new campaign that 
the others will follow, the campaign 
that's just damned good creative ad- 
vertising and not covered with the 
schmaltz of marketing. 



There are actually whole industries 
which are characterized by antiquated 
advertising. What is wrong with the 
admen who are working on these ac- 
counts? And more important, what is 
wrong with the agencies who are taking 
the 15% from these accounts? 

There is no such thing as good ad- 
vertising. Only better advertising. 
Have you forced the advertising for 
which you are responsible to be better? 
Or have you let your client tell you 
that he didn't want to go into any 
major changes in advertising? Or to 
increase his budget? 

Perhaps to work on his forecast, 
plan his cost of goods, doodle with his 
inventory sheets, spend hours talking 
about the intricacies of manufacturing 
or refigure salesmen's commissions 
would assure the frustrated agencyman 
that he was justifying his relationship 
with the client and serving him better. 

The adman's job is to keep the client 
constantly going forward through ad- 
vertising, protecting the product image 
through advertising, making its per- 
sonality stronger in the eyes of the 
public through advertising, expanding 
it and doing battle constantly to get a 
new idea and story line on the air, into 
print and see it do a job. 




PAUL H. RAYMER, NATIONAL REPRESENTATIVE 
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LINCOLN-LAND AREA TELEPULSE 




Shore of Audience — September, 1955 






KOLN-TV 


"B" 


"C" 


"D" 


MONDAY THRU FRIDAY: 










1 :00 — 6:00 p.m. 


50 


21 


13 


11* 


6:00 — 11:00 p.m. 


53 


18 


14 


11* 


SATURDAY: 










1 :00 — 6:00 p.m. 


52 


15 


15 


8 


6:00 — 11:00 p.m. 


50 


13 


15 


17 


SUNDAY: 










1 :00 — 6:00 p.m. 


34* 


36 


13 


16* 


6:00 — 11:00 p.m. 


35 


22 


14 


23 


*Does not broodcosl (or 


complete period ond 


the shore 


of audience is unadjusted for 


his situotion. 





K' TV ~ 




WKZO TV — GRAND RAPIDS-KALAMAZOO 
WKZO RADIO — KALAMAZOO BAniE CREEK 
WJEF RADIO — GRAND RAPIDS 
WJEF FM — GRAND RAPIDS KALAMAZOO 
KOLN TV — LINCOLN. NEBRASKA 

Associated with 
WMBD RADIO — PEORIA. ILLINOIS 



K^H^A-TV, one of America's jireat urea stations, covers 
Lincoln- Land, 95.5% OF WHICH IS OUTSIDE THE 
GRADE "B" AREA OF OMAHA. This important market is 
as indejjendent of Omaha as South Bend is of Fort Wayne — 
Hartford of Providence — or Syracuse of Rochester! 

Lincohi-Land consists of 42 counties with 200,000 families 
— 125.000 undii plicated by any other TV station! 

Telepulse credits KOLN-TV with 138.1% more afternoon 
Lincoln-Land viewers than the next station — 194.4% more 
nighttime viewers! 

Let Avery-Knodel give you the whole story on KOLN-TV, 
the official CBS-ABC outlet for South Central Nebraska 
and Nortlieru Kansas. 

CHANNEL 10 • 316,000 WATTS • 1000-FT. TOWER 

KOLN-TV 

COVERS LINCOLN-LAND— NEBRASKA'S OTHER BIG MARKET 

Avery-Knodel. Inc., Exclusive National Representatives 
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Ill The West 



The 

Best 
Negro 

Market 
Buy! 
94% 

NEGRO 
PROGRAMMING 

KSAN 

SAN FRANCISCO 

RICHARD BOTT, Station Manager 



Represented Nationally by 
Stars National Inc. 



The Big Street can get bigger and 
more important because it holds the 
key to success for any company. But 
the men who walk it (in their subdued 
suits and narrow-brimmed hats) should 
take pride in knowing advertising, 
what it will do, how it can do it. 

You can be sure that the next gener- 
ation of admen will find that their 
stature is a lot more enhanced because 
some admen today took their business 
seriously and made their clients bigger 
through better advertising. Not being 
frustrated marketing men. 

I've dusted off the marketing con- 
cept in no uncertain terms. I feel 
vehement because I fear an era in 
which creative advertising men play 
at a role for which they are not 
qualified. But I will allow this to the 
marketing concept: If properly chan- 
neled, it can provide the agency and 
client with a certain depth. A sub- 
stitute for creative thinking, no. An 
adjunct to it, definitely. 

The agency can hire a marketing 
man, a whole room full of them in fact. 
But keep them in that room. Let them 
delve into consumer research. Let 
them suggest selling strategy. Bring 
their sugguestions to the client and 
make their findings available to the 
creative staff. 

Perhaps thereby the agency will be 
in a better position to create a cam- 
paign based on the solidest facts about 
the product. 

But frankly, having conceded this 
role to the marketing man, I can't 
help but feel we've accomplished the 
same thing in years past without hiring 
platoons of specialists. What agency of 
any stature has launched into an 
account without getting a thorough 
analysis of marketing needs from the 
client's own specialists? What great 
campaign sprang out of some creative 
man's mind without inspiration from 
the needs of the market place itself? 

You literally can't create a great tele- 
vision commercial or any other ad with- 
out saturating yourself in knowledge of 
who buys, why and when. It's just a 
question of who supplies these facts to 
the creative men — client specialists or 
the agency's own marketing sleuth. 

Perhaps I'm narrowing the field of 
the marketing man by stressing his 
role as a fact-finder. I know it's been 
said in sponsor's series, for example, 
that the marketing man can be an 
active participant in client sales 
strategy. Maybe so. But forgive me. 
I cannot help but see it as the airiest 



relationship yet invented. The agency 
is entering a room into which it has 
not been invited. And I fear in the 
process everyone becomes an Indian 
chief in charge of strategy and nobody 
sticks to the job of actually selling 
through effective advertising. * * * 



ARMSTRONG 

{Continued from page 37) 

plank floors of yesteryear but made in 
a seamless material that won't catch 
dirt . . . like all Armstrong Quaker 
Floor Coverings . . . they're easy on 
the pocketbook. Just $12 to $15 is all 
you pay to cover an average-size room, 
wall-to-wall. . . ." 

Copy for the quality line of perma- 
nent floorings (inlaid linoleum, plastic, 
rubber, asphalt, cork, and other tiles) 
follows a similar vein but the video 
may show a home instead of an apart- 
ment and appeals to the owner rather 
than the renter or farmer, again stress- 
ing the practical angle, with Ruth 
Jackson doing the spiel. Most of the 
commercials promote this quality line 
as "the modern fashion in floors." 

Basically, that has been the approach 
since Armtrong went on tv in 1950. 
"Consistency, insistency, persistency," 
as Chairman of the Board H. W. 
Prentis Jr. used to say when he was ad 
manager of the company more than 
30 years ago. "You won't accomplish 
much by just saying, 'Buy our product.* 
Advertising must render a service to 
your prospect," he maintained. 

It wasn't till last fall, with the longer 
format, that time was set aside for an 
institutional message to promote the 
company as a whole and its full line 
of products — building materials and 
flooring products, packaging materials, 
and industrial specialities. 

And, institutionally speaking, says 
BBDO Account Executive Roy Dreher, 
"The company feels that Circle 
Theatre has done more to promote the 
over-all company story than anything 
done before in advertising because it is 
reaching the kind of people it wants 
to reach and puts them in a receptive 
frame of mind for its message." 

Of the five minutes allotted for com- 
mercial copy on the program, up to a 
minute is devoted to the opening insti- 
tutional announcement. Between acts 
come the two two-minute commercials 
for 1) the permanent floors, and 2) 
the low-cost, printed floor coverings. 
A tail-end cross-plug goes to Pontiac, 
which returns the favor in kind during 
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CHAMP 

WINS 
AGAIN 



by 5 to 1 margin 



WHEN IT COMES TO SALES PUNCH in 
the important Baton Rouge area, WAFB- 
TV has proved its supremacy by a country 
mile! 




In the latest Telepulse (Nov. 
1955), WAFB-TV was first in 
347 quarter hours per week, 
compared to 78 quarter hours 
on station B . . . . giving WAFB- 
TV a leadership of nearly five 
to one. 



MONDAY TO FRIDAY 



Stations 


7 am-12 noon 


12 noon-6 pm 


6 pm-12 pm 


WAFB-TV 


62 


51 


54 


Sta. B 


35 


44 


41 


Sta. C 


3 


5 


5 



ALL THIS AND MERCHAN- 
DISING TOO! Take over- 
whelming viewer preference, as 
demonstrated by this survey, 
and add a merchandising record 
that's second to none; (1) First place win- 
ner in recent "Lucy Show" competition 
with a double first prize for special mer- 
chandising job, (2) First place in Screen 
Gems, Inc. contest on program promotion, 
(3) Among top four in 'Trank Leahy and 
His Football Forecasts", and you've got a 
sales potential that can't be beat. Wouldn't 
you like to put "The Champ" to work for 
you? 





SATURDAY 


SUNDAY 


Stations 


1 pm-6 pm 


6 pm-12 pm 


12 noon-6 pm 


6 pm-12 pm 


WAFB-TV 


32 a 


53 


61 


56 


Sta. B 


**6I a 


41 


35 a 


41 


Sta. C 


7 


6 


4 


3 



**Special Alternate- Week Seasonal Broadcast 
a Does Not Broadcast Complete Period. Share Unadjusted. 



Call, write or wire: 

National Representative — Young Television Corp. 
South & Southwest — Clarke Brown Co. 

WAFB-TV 

affiliated with WAFB, AM-FM 



CBS — ABC 



200,000 WATTS 



6 FEBRUARY 1956 



83 



its hour on the stage. 

Program approach. Indicative, per- 
haps, of the contrasting approaches 
taken by both Pontiac and Armstrong 
in their mutual efforts to score against 
Question is the recent success the 
latter has had with "Nightmare in 
Red," a filmed documentary about the 
birth of Communism in Russia. Origi- 
nally, NBC, which produced the show, 
offered it as a spectacular in its 
Project 20 series, then announced 
Pontiac had bought it to kick off its 
Playwrights '56 show. The deal fell 



TOPEKA, KANSAS 

Ben Ludy, Cen. Mgr. 
WIBW Cr WIBW-TV in Topeka 
KCKN in Kansas City 

Rep: Capper Publications, Inc. 

CBS • ABC 



through and it's been said the reason 
had something to do with GM's reluc- 
tance to embarrass its former chief, 
Defense Secretary Charles E. Wilson, 
in the afterglow of the Geneva Confer- 
ence. (Said afterglow, of course, 
shortly thereafter began to flicker 
rather violently and by 27 December, 
when "Nightmare" was shown on 
Armstrong's program, served as an 
appropriate backdrop.) Although the 
standard Circle Theatre format calls 
for live productions, Armstrong bought 
the film for its impact and public 
service value. 




The Kansas View Raint 



NBC and Armstrong together pulled 
out all stops in promoting the filmed 
report, the former with the full treat- 
ment usually, accorded a spectacular, 
including 40 network announcements 
during the week immediately preceding 
the presentation. Armstrong, over the 
signatures of President C. J. Back- 
strand and Ad Director Banzhaf, sent 
letters to thousands of business leaders, 
corporation heads, educators, cus- 
tomers, etc., inviting them to tune in. 

Result: Circle Theatre's highest 
Trendex rating till then, 16.5 and 15.8, 
and, interestingly, a rating for 
Question that was one of the few under 
40 since the Armstrong series began. 

Seven days after "Nightmare" ap- 
peared, NBC's director of information, 
Michael Horton, memoed Producer 
Henry Salomon: "Immediately follow- 
ing 'Nightmare in Red' approximately 
550 telephone calls were made to NBC 
on this program — very few of them 
complaints. This would appear, within 
the recollection of old-timers here, to 
be just about the biggest telephone 
reaction to a program in recent years, 
excluding special events of controver- 
sial nature." 

About the same time, mailbags arriv- 
ing at the Lancaster post office were 
heavy with letters postmarked all over 
the country praising the show, compli- 
menting the company, and — bless them 
— promising to "support your company 
from now on whenever I need anything 
that is manufactured by Armstrong 
Cork Co." Many suggested that the 
company publish the commentary in 
pamphlet form or requested loan of the 
film on kines. Practically all expressed 
deep gratitude for the great public 
service rendered. 

Followed a hurried conference be- 
tween client and agency — and a deci- 
sion, announced within a few days, to 
repeat the showing only four weeks 
after the original offering. This, while 
not unprecedented, is uncommon. 

(Second time around, "Nightmare" 
drew 17.1 for the first half-hour and 
12.9 for the second.) 

Meanwhile, Banzhaf, along with 
Dreher and Cummings, was privately 
glowing over another bit of intelli- 
gence. Ever since the series began, 
they'd been doggedly, frustratingly — 
and hopelessly — trying to get the rating 
for the show's second half-hour up on 
a par with the first half-hour. 

The way it seemed to figure, they 
had two strikes against them before 
they even stepped into the box: normal 




. . . the TopekAREA audience pre- 
fers to view it on WIBW-TV, and 
also SPORTS, WEATHER, and 
FARM SERVICE, according to Dr. 
Forest Wlian's TV Study of the 
TopekAREA, a free copy of which 
is yours for the asking. 



84 



SPONSOR 



Come 

^0 Iff! H 


Media Buyers 
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Sales Managers . . . 
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SEE] 


f almost everyone in the Hartford-New 
ain Market {third richest in the U.S.A.) 
siders WKNB-TV its very own station. 

/ WKNB-TV packs such a powerful ad- 
fising wallop . . . 375,000 sets . . . 91% 
jration in Hartford County. 
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i STUDIO AND OFFICES WEST HARTFORD, CONN. - Represented by The Bollinq Company, Inc. 
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VV J AC-TV is the Number One 
Station not only in Johnstown, 
but in Altoona as well, and this 
one-two punch covers an area 
that rates 4th in the rich state 
of Pennsylvania, and 28th in 
the entire country. 

Well over half a million (583,- 
600 to be exact) television fam- 
ilies look to WJAC-TV for the 
best in television entertainment. 

Add to this the free bonus of 
WJAC-TV coverage into Pitts- 
burgh, and you have a total 
market for your sales message 
that just can't be overlooked, if 
you really want to tap the po- 
tential of Southwestern Penn- 
sylvania. 




Get full details from your KATZ man! 



respective Trendex ratings for the first 
and second halves: 14.3 and 7.8; 18.5 
and 10.3; 14.1 and 7.0. Each time, 
their rating was virtually cut in half 
when Question came on. Question 
meantime was scoring, those same 
nights, with 54.1, 42.6, and 45.2. 

On the other hand, Banzhaf felt, 
he had one important fact going for 
him. Last fall, just about the time 
Circle Theatre was beginning its hour- 
long format he told SPONSOR it was 
his opinion that "when there's a 
one-hour show opposite a strong half- 
hour, and preceding the half-hour by 
30-minutes, it's the half-hour show that 
loses audience. ' On 29 November, two 
months and four shows later, he and 
the agency got their first glimmer of 
evidence that he was right. 

That was the night they did the 
storv about Sanford. Me. (pop.: 
15,000). "The Town that Refused to 
Die." Based on a true story (as are 
all plays in the series) that first came 
to the attention of the agency through 
an editorial in a New York paper, it 
told how the citizens saved their small 
New England town after the major 
supporting industry pulled up stakes 
and left many of them unemployed. 

It was a warm story. But not par- 
ticularly warmer than any of the 
stories they had presented up to then. 
And it drew a 15.8 Trendex for the 
first half-hour — fair, but they'd done 
better. You see, that was the night 
Red Skelton, their first-half-hour com- 
petition, chose to turn in a 33.3 — his 
highest since the beginning of Circle 
Theatre's current season. And, a half- 
hour later Dr. Joyce Brothers was 
climbing through the ropes for her 
highly billed tune-up on her way to 
the top money: that night she was 
scheduled to answer the $32,000 
question. 

Yet, when the returns were in. Circle 
Theatre's second half had got a 14.6 
and Question had dipped to 37.1, its 
lowest against the Armstrong entry. 

Requests for kines began pouring in 
and haven t stopped yet — many from 
chambers of commerce, planning com- 
missions, and similar organizations 
which of course represent an important 
segment of the kind of audience Arm- 
strong is anxious to impress favorabh'. 
Most significant was the fact that they 
had closed the gap between the first 
and second halves of their program — ■ 
for that evening at least. Happily, the 
trend has continued since then, with 
only a .7 spread, as noted, for "Night- 



mare. 

"One thing we try for," says Miss 
Cummings, "is a strong second act 
W'ith a gripping climax. The main 
thing at that point is to get the audi- 
ence to stay with us over the 10:00 
break." 

Story approach. That, largely is 
David Susskind's job, as producer for 
Talent Associates, which packages the 
job for BBDO. For although the 
agency occasionally will come up with 
an idea for a script like the Sanford 
one. story ideas originate mainly with 
Talent Associates. Briefly, here's the 
wa\ it develops into a drama, as out- 
lined by agencygirl Cummings: 

Story conference: About every two 
weeks there is one between client 
(Banzhaf), agency (Dreher, Cum- 
mings), and packager (Susskind, 
Editor Jacqueline Babbin). (They 
usually meet in a Philadelphia hotel, 
somewhat midway between Lancaster 
and New York for convenience of all.) 
Story ideas are submitted, discussed 
from all points of view. 

Writer: Enters picture here. Is 
hired by Talent Associates to work 
with editor and producer, writes first 
draft. 

Procedure: First draft received by 
agency and client. Discussions may 
follow, depending on condition of 
script. If it's a good one (rarely be- 
fore the fourth or fifth draft), play is 
scheduled and ready for casting. 

First reading: Cast and personnel 
involved (plus Cummings) gather for 
first reading, followed by smoothing- 
out process. 

Rehearsal, and then . . . 

Run-through : Show is on its feet. 
On Saturday preceding telecast the 
group all goes to run-through, with 
additional changes. 

Air date, Tuesday: Show by this 
time has been rehearsing with cameras 
since Monday. Rehearsals go on all 
day; run-through at 3:00, dress at 
6:30, and on air at 9:30. 

In choosing to do "actuals," that is, 
authentic dramas with a built-in im- 
pact, Armstrong has created two major 
obstacles for itself. First, writers can- 
not doctor up the story or alter the 
amount of turn-off during any dramatic 
show, plus the crushing impact of a 
40-50-rated show starting midway dur- 
ing their own. If one didn't finish 
them, the other usually did. 

For its first three efforts, for in- 
stance. Circle Theatre showed these 
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COVERAGE THAT 
COUNTS 



WTHI-TV delivers 191,760 TV 
homes in the Terre Haute area. 
108,000 of these are unduplicated 
CBS-TV homes. 



GOING PLACES 



WTHI-TV now carries CBS, NBC 
and ABC network shows, and is the 
only full-time station in the rich 
Terre Haute area. 



DOING A 
MAN-SIZED JOB 



ALL top 15 shows are on Channel 10 
according to the latest Pulse* 
survey: 




RANK SHOW 

1. / Love Lucy 

2. $64,000 Question 

3. December Bride 

4. Groucho Marx 

5. Talent Scouts 

6. Climax 

7. I've Got A Secret 

8. Burns and Allen 

9. Soldiers of Fortune 

10. Meet Millie 

11. Favorite Husband 

12. Ed Sullivan 

13. Fddic Cantor 

14. IJoneymoonrrs 

15. Phil Silvers 

•November, 1955 



STATION 

WTHI 
WTHI 
WTHI 
WTHI 
WTHI 
WTHI 
WTHI 
WTHI 
WTHI 
WTHI 
WTHI 
WTHI 
WTHI 
WTHI 
WTHI 



51.8 
50.3 
48.0 
45.3 
43.8 
43.1 
41.5 
41.3 
41.3 
40.5 
40.0 
39.4 
38.8 
38.8 
38.8 



WTHI-TV 



channel 

TERRE HAUTE, INDIANA 




REPRESENTED NATIONALLY BY THE BOLLING, CO . NEW YORK 
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Bill Wright 

Star of 

Channel 13 Theatre 

3:30 to 4:15 Monday-Friday 

Stars Selj on 
Aldbama's 

greatest TV station 




Birmingham 

"Watch the Birdie!" is the new 
feature of Channel 13 Theatre, 
seen weekday afternoons. In ad- 
dition to Little Rascals and 
Loony Tunes, "Uncle Bill" 
Wright conducts personal inter- 
views. Proof of his popularity is 
seen in his mail — over 500 let- 
ters a day. 

You can SELL 

Your Products 
to Alabama folks 
If you TELL 

them on programs 
they enjoy seeing 

Represented by 

BLAIR-TV 



circumstances to step up this impact. 
Second, the show can't lean on name 
stars (much as they would help build 
audiences) because too often their 
familiarity might detract from the 
realness of the story. 

Instead, the series must depend on 
building a reputation for absorbing 
entertainment provided by a mixture 
of facts and good acting. But then, 
the long haul is precisely the approach 
the company has always taken toward 
its advertising and promotion ever 
since Prentis predicted "linoleum for 
every room in the house" some 38 
years ago. That he and the company 
were both right is indicated in the fact 
that Armstrong sales volume has in- 
creased six times since the firm first 
began using air media. Its well-known 
radio series. Theatre of Today, was 
a CBS staple from 1941 to 1953. Since 
1941 sales volume rose from under 
$78 million to nearly $250 million last 

★ ★★★★★★★ 

**Canada is . . . second in the world in 
the original production of television 
programs. Actually Montreal and 
Toronto rate third and fourth on this 
continent, after New York and Holly- 
wood, as program production centres, 
and fourth and fifth in the whole 
world." 

A. D. DUNTON 
Chairman, Board of Governors, CBC 

★ ★★★★★★★ 

year. The common stock was split 
3-for-l last spring. 

As for tangible results, Banzhaf 
finds encouragement in the expressions 
— spoken and written — by an increas- 
ing portion of the general public, Arm- 
strong's own field organization, and 
its customers. There is an increasing 
proportion of letters from thoughtful 
people — opinion leaders — expressing 
appreciation for the type of show the 
company is sponsoring. 

One curious development in recent 
weeks, in view of the intense rivalry 
for audience, is the switching of ac- 
counts that saw Revlon entrust the care 
of $64,000 Question to Armstrong's 
own agency. It was widely bruited 
about last fall that NBC was offering 
substantial enticements to Revlon to 
lure its smash program to its side of 
the fence. Rumor also had it that 
BBDO was an influence behind these 
offers. Both network and agency have 
denied the story. 

Asked to comment on the fact that 
both air-time rivals are in the same 
shop, a/e Dreher replied: "No com- 
ment." 

Added Banzhaf: "No comment — 



now. 
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LONDON TV 

{Continued from page 33) 

ute figure here because what you're 
getting in England is one minute.) 

For more average British tv shows 
your cost-per-1,000 rises to $8 or $9 so 
that in general British tv is quite a bit 
more expensive than U.S. television. 
And again this is for one minute only. 

Television today is being used by a 
remarkably large number and variety 
of sponsors. American firms using tv 
iri England at the present moment in- 
clude, among others: Max Factor, 
Kleenex, Remington, Esso, Shell, Lux, 
Pepsodent, Kraft, Revlon, Brillo, Frigi- 
daire, Odo-Ro-No, Sunkist, Toni, Coca- 
Cola, Pepsi-Cola, General Motors, 
Sterling Drug. 

The main problem with British 
commercial tv today seems to be the 
total lack of experience on the part of 
management with any broadcast ad- 
vertising medium. This is reflected 
not only in the programs themselves 
but in the principles put forth by the 
ITA to guide programing contractors 
and advertisers. In the case of the 
programs, for example, commercials 
are supposed to occur at "natural pro- 
gram breaks." But they don't. Many 
of the commercials I saw seemed to 
me out of place, intrusive — and there- 
by objectionable. The reason for this 
seems to be that the people writing 
and directing material used on the ITA 
today have had no experience with 
inserting commercials in programs. 
(This explanation was cited to me by 
one of the ITA officials I had occasion 
to talk with.) 

The ITA, of course, is the Indepen- 
dent Television Authority, and is the 
government-created commission en- 
trusted with putting into effect the 
Television Act of 1954 passed by the 
British Parliament. It cannot be real- 
ly compared with our FCC because it 
actually operates the government- 
owned transmitter that broadcasts com- 
mercial television. Each of the two 
program contractors have their own 
studios but the minute the signal leaves 
the studio, it becomes the responsi- 
bility of ITA to transmit it. 

The ITA also appoints the program- 
ing contractors, and watches over 
them. As one important ITA official 
put it to me: "Actually we would like 
to exercise no control over the con- 
tractors, but it would be incorrect to 
say that we do not exercise any con- 
trol. We are in a sense policemen, and 
like policemen, the laws that we en- 
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We now switch ijou to../ 



In the split second after one of these famous 
commentators completes this sentence, you and 
millions of other viewers are whisked to Wash- 
ington or Los Angeles or anywhere else news is 
popping. The electronic miracle of television has 
given you a center aisle seat on the passing scene. 

But behind this miracle are the skills of Bell 
System and network technicians. These highly 
trained craftsmen blend the technical ability of 
an engineer with an actor's unerring ear for cues. 

Precisely on cue, push buttons are operated to 
make the connections that switch the television 
scene from one city to another. And Bell System 



technicians are receiving cues from several net- 
works at once. 

To help them, the Bell System receives operat- 
ing instructions from the networks which give all 
the necessary information on switches. This in- 
formation is sped to 130 Bell System television 
operating centers throughout the nation by private 
line telephone and teletypewriter systems. 

This co-operation between network and tele- 
phone company . . . and the teamwork along the 
Bell System lines . . . assure the American viewing 
public the smoothest programming and the best 
television transmission it is possible to provide. 



HELL TELEPHONE SYSTEM 

Providing transmission channels for intercity television today and tomorrow 
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; force are not our own laws, but rather 
I the laws of the land." These laws are 
really principles. In the case of pro- 
graming, it is in the job of the ITA to 
see that contractors maintain the fol- 
lowing in their program scheduling: 
taste, decency, political impartiality, 
balance (between cultural and enter- 
taining programs) and quality. I 
asked if anything had been presented 
to date that might be considered ques- 
tionable by these standards and was 
told that a film Orson Welles did on 
bull fighting had caused some un- 
favorable comment. 



ity should not be presented in such a 
v/ay as to make it appear that they are 
universally true." 

The ITA is also responsible for see- 
ing that the contractors exercise no 
discrimination in the placing of spots. 
This is a difficult point for American 
advertisers to understand. Technical- 
ly speaking, one can buy only time seg- 
ments, not specific time slots. The rate 
card of ARD, one of the two London 
contractors, lists three time segments. 
These are as follows: 

Basic or "A" time 3 to 6 p.m. 

10 to 11 p.m. 

Peak or "A A" time 8 to 10 p.m. 

Off or "fi" time 10:30 a.m. to 

3 p.m. 

Aside from specifying in which seg- 
ment he wishes his advertisement to 
appear and the day of the week, the 
advertiser has no say in theory as to 
the actual timing of the commercial. 
However, the word "discrimination" is 
very important to keep in mind here. 
If there is a symphony concert broad- 
cast weekly and you are selling hi-fi 
equipment and no one else wants to be 
adjacent to that program, there is no 
discrimination being practiced if you 
are given that same time week after 
week. But if other advertisers also 
want this time, then commercials are 
rotated to give everyone an equal 
chance. Again though, if you are sell- 
ing hi-fi equipment, the contractors will 
always place you, in so far as possible, 
next to a program attracting the kind 
of listeners you want to reach. That is 
to say, if you request it, there is little 
chance that your message would be 
placed in between rounds of a boxing 
match. 

In actual practice pressure can be 
applied to secure a favorable time. 
The amount of pressure that may be 
applied, of course, depends on the time 
being requested and the number of 
other advertisers asking for it. It is 
well to remember here that the ITA 
not only monitors all programs, but 
were an advertiser to complain that 
he had been discriminated against and 
this charge were substantiated, the 
contractor involved might be likely to 
lose his license. Most items advertised, 
though, are mass consumer items and 
since the competing BBC juggles its 
schedule frequently no one is ever 
quite able to pin down to the minute 
the best time within a given segment. 
It's just not like American timebuying 
with its close study of probabilities 
based on fairly fixed schedules. 
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Cottiiiic'foials: Their principles are 
even more rigid in the case of commer- 
cials themselves. For example, con- 
sider some of the particulars set forth 
in the ITA's publication. "Principles 
For Television Advertising." The fol- 
lowing is taken from the section deal- 
ing with advertising in children's pro- 
grams: 

"No advertisement which encour- 
ages children to enter strange places 
or to converse with strangers in an ef- 
fort to collect coupons, wrappers, la- 
bels, etc., is allowed. The program 
contractor must investigate the details 
of any collection scheme and satisfy 
himself that it contains no element of 
danger to children." 

"No advertisement for a commer- 
cial product or service is allowed if it 
contains any appeal to children which 
suggests in any way that unless the 
children themselves buy or encourage 
other people to buy the product or 
service they will be failing in some 
duty or lacking in loyalty towards 
some person or organization whether 
that person or organization is the one 
making the appeal or not." 

Another section of the same pam- 
phlet has the following to say under 
the heading: "False or Misleading 
Advertisements" : 

"No advertisement shall contain any 
reference which is likely to lead the 
public to assume that the product ad- 
\ertised, or an ingredient, has some 
special property or quality which is in 
fact unknown, unrecognized, or in- 
capable of being established." 

"Statistics, scientific terms, quota- 
tions from technical literature and the 
like must be used with a proper sense 
of responsibility to the ordinary view- 
er. The irrelevant use of data and jar- 
gon nmst never be resorted to to make 
claims appear more scientific than they 
really are. Statistics of limited valid- 
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Looking for coverage? ... 

look to wfmy-tv! 

Keep your prospects well covered in the Prosperous Piedmont 
section of North Carolina and Virginia with WFMY-TV. 

Since 1949, WFMY-TV has been the key salesman to this top TV 
market where some 2 million potential customers live, work and buy! 
WFMY-TV's 100,000 watt coverage of this $2.3 billion— 46 county- 
market means greater sales and profits for you. 

Call your H-R-P man today for the full story of WFMY-TV . . . 
basic CBS for the entire Prosperous Piedmont. 
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Speaking of commercials, it might 
be well here to comment on my general 
impression of them. When commercial 
tv first went on the air, there was a 
tendency to "under-sell" everything, 
for fear of being objectionable. This 
trend seems to be definitely on the de- 
cline and more and more sponsors are 
moving towards the "direct sell" ap- 
proach. Where earlier it was consid- 
ered bad taste to mention the prod- 
uct's name more than twice in any 
commercial, it is now common prac- 
tice to put it in enough to make sure 
no one forgets it. 

Incidentally, ITA contractors prac- 
tice double, triple, and even quadruple 
spotting between programs as well as 
within them so commercials must be 
good to get attention. For example, 
at 9 p.m. one Sunday evening recently 
a 60-second commercial for Cadbury's 
Chocolate Biscuits was run immedi- 
ately followed by a 10-second West- 
clox commercial, a 60-second Aspro 
commercial, and a 15-second Church- 
man's Cigarette commercial. 

Eric Boden, head of Schwerin Re- 
search in England, told me of an inter- 
esting discovery they had made in their 
British impact research. This is in re- 
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It's True that 7 plus 
11 plus 43 . . . equals 
TWO! Tulsa is 7th in 
the nation in per capita 
income,* 11th fastest 
growing city in Amer- 
ica,* and No. 43 in the 
nation's TV markets** 
.... larger than Miami, 
Denver or Oklahoma 
City! And this oil-rich, 
cattle-rich market is 
covered by Channel 
21 I I I 

*Sales Management Survey of Buying Power 
*»CBS report to FCC. Dec. 1955 
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gard to the 15-second commercial. 
Their tests in England show remark- 
able success with these 15-second com- 
mercials. Mr. Boden had no explana- 
tion of this phenomenon, but my own 
feeling is that the British audience, 
being unaccustomed to commercial 
broadcasts of any kind, are at this 
point highly susceptible. For when 
U.S. commercial television went on the 
air, sponsors were getting fantastic re- 
sults during the first couple of months. 

The same thing seems to be happen- 
ing in England today. The only docu- 
mented success story I was able to dig 
up concerns Revlon. Three days after 
commercial tv first went on the air, 
Revlon started a spot campaign, utiliz- 
ing both contractors. Two-thirds of 
the budget was put in weekend tele- 
vision (Associated Television Limited), 
the other one-third in weekday spots 
(Associated Rediflusion Limited). The 
campaign was for their new hair spray 
"Satin Set" and commercial tv was the 
only medium used. The results? Sales 
ah over the London ITA area started 
to rocket. One store set a target 40% 
above their normal sales. They actu- 
ally sold 140% over normal. Some 
stores doubled their sales; many stores 
sold right out. 

Ilotv to use tv: Having decided to use 
English tv, the next question is how. 
One of the answers seems to lie in re- 
search and testing of the kind done by 
Schwerin. In selecting and balancing 
their test audiences, Schwerin uses the 
following system to describe social 
classes in England. Their test audi- 
ences are matched to the total popula- 
tion social structure which they set up 
in this manner: 

1. AB Class {12% of total popula- 
tion). This class includes broadly all 
the professional groups. Managing 
directors, managers, owners of fac- 
tories, proprietors of large scale enter- 
prise and agents brokers and factors 
if their income is £1,250 per annum or 
over. Teachers are included in this 
group if they are teaching in an educa- 
tional establishment above primary 
school level. 

2. C Class (17% of total popula- 
tion). This class is that generally de- 
scribed loosely as the class of the 
"white collar workers." Except where 
breeders, farmers and agriculturists on 
their own account fall into Class AB, 
all other forms of farm managers and 
breeders fall into Class C and are in- 
cluded with farm bailiffs and foremen. 



Railway officials fall into this group, 
as do car and coach hire managers, 
garage managers, and stevedores. 

3. DE Class (71% of total popula- 
tion). This class includes all highly 
skilled manual workers and shop as- 
sistants, bus drivers, taxi drivers, lorry 
drivers, unskilled manual workers and 
shop assistants. 

Remember, that because of the ro- 
tation system, one day your commer- 
cial may be next to a symphony con- 
cert and the next week to a boxing 
m.atch. The solution is to have several 
different commercials available and 
test them all to find out which social 
class they appeal to. If you are noti- 
fied that your commercial for the week 
of 12 February will be placed next to 
a symphony program, then you pick 
the commercial in which you believe 
or tests show appeals most to the AB 
class. If, in your series of commer- 
cials, you have another one that seems 
to appeal to the DE class, you insert 
that one in the spot next to the boxing 
match program. 

Many U.S. advertisers want to know 
if it is possible to use their U. S. com- 
mercials in England. The answer is 
that it is not only possible but, if it is 
a good commercial, I would say it is 
advisable. The one qualification I 
would put on this, however, is that it 
would be in good taste to re-record the 
sound track to get a voice with a Brit- 
ish accent. 

The Schwerin people told me that 
"everything we have found here con- 
firms what we have found in the States 
— commercials which we found to have 
great impact in the United States test 
sessions, have equally great impact 
here." They pointed out that, because 
they have used the same control pro- 
gram in their test sessions in England 
and America, they have been able to 
test the similarity and likes and dis- 
likes between Britain and America. 
The results show that there is more 
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similarity in these likes and dislikes 
between Britain and the United States 
than there is between the United States 
and Canada. 

This is extremely important because 
the implication is clear that successful 
commercials in the United States will 
be successful commercials in England. 

nd conversely, what is good there will 
also be good here. As long as produc- 
tion costs are lower in England than 
in the States it is practical for U.S. 
sponsors to prepare their material in 
England once the English become ful- 
ly acquainted with the technique be- 
hind successful commercials. Adver- 
tisers who are preparing separate ma- 
terial for each market should consider 
the possibility of consolidating their 
production efforts for it would appear 
lhat in the case of tv, and within 
'imitations, the same basic material 
ban be used for both markets. The 
nly specific examples that occur to 
me at the moment of this being done 
fs Max Factor who 1 understand is 
jsing their U.S. commercials in Britain 
md Sterling Drug which is using com- 
nercials here that were prepared in 
England. 



Ratings research: The American 
idvertiser used to having ratings with 
ivhich to evaluate programing can find 
plenty of guidance in England. Tele- 
julse and Nielsen each provide rating 
reports similar to their U.S. reports. 
A. British service, Tamratings, is ac- 
;ive as well. (Tamratings uses a meter 
system as does Nielsen, of course, and 
Pulse uses its personal interview meth- 
od.) 

While ratings of individual shows 
tend to differ between the three rating 
services as will happen when methods 
differ, the rating services all show: (1) 
That ITA programs in homes con- 
verted to receive the ITA channel have 
nuch higher ratings in general than 
BBC shows; (2) That ITA programs 
lave much higher rating levels than 
U.S. shows attain here. 

Expansion: The ITA has mapped out 
an impressive expansion program for 
tself. This month ITA plans to open 
I second transmitter in Birmingham 
0 reach the Midlands. It is estimated 
hat by the time this station opens, 
550,000 sets will be capable of receiv- 
ng tv in the Midlands area and this 
lumber should increase by 20,000 a 
^nonth for the next six months. The 
350,000 sets represent a potential audi- 



ence of 1,000,000 viewers. In late 
April of this year, another transmitter 
is due to go into operation in !Man- 
cliester and this will reach an addi- 
tional 800,000 potential listeners in 
the Lancashire area, when all the sets 
have been converted. The end of this 
year should mark the opening of a 
Yorkshire station which will bring in 
600,000 more sets. Wales and Scotland 
are due to oj)pn up in the spring of 
1957. 

As to the program directors who will 
be handling these additional stations, 
it is set up this way. At the present 
moment Associated-Uediffusion Ltd. 
handles Monday to Friday programing 
in London and Associated Television 
Ltd. handles weekend programing. As- 
sociated Television Ltd. will be re- 
sponsible for ]\Ionday to Friday pro- 
graming in ^Manchester and a third 
contractor, Associated Broadcasting 
Co. will be given the weekend pro- 
graming in Yorkshire and Lancashire; 
Associated Broadcasting Co. will also 



**. . . we at JNBC consider the grand 
design of television, the creation of an 
all-people elite. We believe that we are 
shaping a soeiety whieh acknowledges 
that no true t»rosperity, no enduring 
eulture ean stand on a bcdroek of hu- 
man misery or of raee or elass or group 
subjeetion. We believe that it is impos- 
sible for a society to consider itself ma- 
ture and intelligent and humane so long 
as any normal person in it has been 
denied exposure to the great ideas, the 
great achievements, the great history of 
man. This is the opportunity and the 
destiny of eomniereial television." 

SYLVESTER WEAVER 
President of NBC 

★ ★★★★★★★ 



be given the weekend programing, 
and a fourth contractor, Granada Tv, 
will be put in charge of week days. No 
contractors have yet been named in 
Wales and Scotland. 

British commercial tv has certainly 
come a long way, hut they still have a 
long way to go. My own opinion is 
one of guarded optimism. Potentially, 
this can be the most important adver- 
tising medium in Britain today, but it 
is still too early to judge its present 
value. Now would seem to be a good 
time for those of us in the U.S. inter- 
ested in using British tv to get our 
feet wet, but it would be prudent to do 
further research into the temperature 
of the water. -k -k -k 
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NEW YORK 

{Continued from page 29) 

B. Similarity to existing 7\BC pro- 
grams. 

C. Similarity to existing programs 
cu other networks. 

D. Frequency of presentation (across 
the board, once a week, once a month, 
cne-time special). 

E. Ideal length (regardless of length 
suggested hy producer who submitted 
idea) . 

F. Ease of production. (Can one 
\\ riter handle the entire series or will 
it necessitate a constant search for new 
writers? ) 

Can it be produced through the pro- 
ducer's facilities, ABC's facilities, or 
will it entail far-flung locations, diffi- 
cult technical problems? If the show 
is to be daily or weekly, is the pro- 
ducer likely to be able to stick to the 
production schedule? 

G. Cast. (Is the cast, if any. sug- 
gested by the producer, right for the 
program? Should a name star be 
sought? Is it necessary to arrange for 
guest stars for each individual pro- 
gram?) 

H. Cost. (Is the producer's budget. 
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if submitted along with the idea, likeh 
to be correct. Skould more or less 
spending be suggested? Is this a 
potential money maker, a prestige pro- 
gram? Which should it be?) 

I. Exploitation. (What angles can 
be worked through publicity and other 
means to get the most out of the idea. 
Can this be pitched at potential spon- 
sors in the idea stage, or should it 
wait for the completed pilot film? 
Would advance publicity help or hurt 
the project?) 

J. Sponsorship. (Is this the kind 
of program for which it will be easy 
to find sponsors. Are there any con- 
troversial aspects? Are sponsors who 
would be likely to buy this program the 
kind who won't consider ABC's na- 
tional distribution difficulties in the one- 
and two-station markets a hindrance?) 

At this point the sales department is 
likely to be brought in for consultation. 

Having reached a preliminary con- 
clusion on these and related issues, the 
board either accepts the idea or rejects 
it. If accepted it is sent to the busi- 
ness affairs and legal departments to 
check on rights and possible infringe- 
ments and to work out a preliminary 
deal with the producer. 

This deal will usually stipulate that 
the producer develop a show-concept 
and first script along the lines recom- 
mended by the board. Upon approval 
of this concept and script by ABC, 
the network will lOO'^f finance the 
production of a pilot film (and later 
the entire series) and ABC and the 
producer will share 50-50 in the profits. 
Ii. return for this arrangement, ABC 
gets an exclusive 12-month option 
( from the date of completion of the 
pilot film I after which if ABC decides 
to drop the idea, all rights revert to 
the producer. 

After a deal has been worked out. 
the sales and publicity departments 
are informed of the impending pro- 
gram and start work on pre-release 
publicity and sales presentations. 

At the same time the producer with 
his own writers and staff works out the 
first script, which is then returned to 
ABC. 

Here Weitnian and Lewine pass on 
it, and either recommend changes or 
pass it on to Kintner and Mitchell for 
final okay. 

Following approval the production 
money is allocated and turned over to 
the producer who now proceeds to 
complete the pilot film. 



CBS: While there are many parallel 
steps at CBS, the procedure is quite r 
different. CBS believes that a network 
program should be produced and 
supervised by CBS personnel, regard- i 
less of where the original idea came 
from. The network, therefore, has set 
up a system in which executive pro- 
ducers each handle certain program 
categories. The producers report 
directly to Harry Ommerle, v. p. in 
charge of network programing, New 
York, who is charged with program 
cor-ordination, and in turn to Hubbell 
Kobinson, v.p. in charge of over-all 
network programing. A similar set-up 
exists on the West Coast where Al 
Scalpone is v.p. in charge of network 
programing, Hollywood, and also re- 
ports to Robinson in New York. 

The individual executive producers 
and their fields are: 

Gil Ralston, drama 

Richard Lewine (brother of ABC's, 
Robert) musicals and specials 

Mario Lewis, comedy and musical 
comedy 

Lester Gottlieb, director in charge 
of daytime programing 

CBS considers program ideas from 
all possible sources whether conceived 
and presented by an individual or an 
established company. In the case of 
the latter, it will go to great lengths to 
gain some kind of managerial or con- 
tractual control of the independent 
company along with buying its pro- 
gram. 

A program idea presented to CBS 
by an individual (writer, producer, 
talent staff member, others) will first 
be classified as to program type and 
will then be presented to the right ex- 
ecutive producer. The producer will 
immediately reject or recommend the 
idea to Harry Ommerle (in New York) 
or to Al Scalpone (in Hollywood) with 
whose recommendations it then goes 
to Hubbell Robinson for a decision. 
(Robinson in some cases may at this 
point consult the sales department to 
determine the potential from a spon- 
sorship point of view.) 

The various points of consideration 
are much in line with those of ABC. 
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lecturer on police civil service laws has excellent 
idea for television series of interest to juveniles. 
Sufficient factual source material available for 39, 
52 or more episodes. Excellent merchandising possi- 
bilities suitable for network, regional or local 
sponsorship for any product or service. Available for 
technical advice and supervision. Format sent on 
request to interested principals. 

BERGMANN ENTERPRISES 



215 N. Flores 
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But in CBS's case, ease of production 
will be considered in the light of net- 
work production facilities, rather than 
the independent's ability to deliver the 
finished program. 

After a program is reconmiended 
and accepted by Robinson, it goes 
back to the executive producer. He 
now calls on the services of the legal 
department (for clearances and con- 
tracts) and the finance department for 
allocation of enough funds to see the 
project through to the TVR (Tele- 
vision Recording, CBS term for kine- 
scope or audition film). 

If the originator of the idea is a 
producer, he will most likely ( but not 
necessarily) be hired by the CBS ex- 
ecutive producers to produce the TVR. 
If he is a writer or director, a deal 
will usually be made to use his services 
and a producer will be assigned to the 
project. 

While Robinson keeps an interested 
eye on these in-progress productions, 
and is actively involved in all major 
decisions, such as the hiring of writers, 
stars, the responsibility of seeing the 
production through to a successful 
completion, rests from here on with 
the executive producer. He is author- 
ized (within the allocated budget) to 
hire anyone or anything on the produc- 
tion level whether from within or out- 
side CBS. He is not asked to account 
for the spending of the production 
money step by step except for book- 
keeping and record purj)oses. 

After some weeks or even months, 
he will arrange for a screening of the 
new TVR for Robinson who will de- 
cide whether the entire project should 
be discarded, reworked or improved 
(with additional expenditures) or 
whether to present it to the program 
board which consists of the top net- 
work brass, usually including William 
Paley. 

After this the new program is turned 
over to the sales department to find 
a sponsor or group of sponsors and 
tentative decisions are made as to 
where and when to fit the newcomer 
into the existing program schedule. 

With its system of executive pro- 
ducers, each supervising numbers of 
producers who are in charge of the 
individual programs, CBS operates 
much like Universal-International Stu- 
dios in Hollywood. The largest possible 
amount of authority is delegated to the 
men in close contact with the actual 
project and executive supervision is 
reduced to a minimum. 



\ISC: Executive supervi^ion enters into 
practicall) every stage of program de- 
velopment at NBC (similar to Zanuck's 
20th-century Fox I . Pat Weaver, as 
chairman of the board, freed from the 
administrative duties of the j)residency. 
continues to make his dynamic ap- 
proach toward network programing 
felt. Tom McAvit), v.p. in charge of 
the tv network, as Weaver's representa- 
tive, is personall) concerned vv ith each 
project and every phase of program 
development. 

jNBC will consider program ideas 
from every possible source, will spend 
money for development of promising 
ideas, and will consider deals involving 
complete network control as well as 
those demanding a 100' i hands-off 
policy. 

★ ★★★★★★★ 

<<. . . the film producer is a creative 
extension of the agency rather than a 
^epara^e entity. lie considers the agen- 
cy's problems as automatically as he 
considers his own, and the reverse is 
true. Certainly, problems exist, and 
they always will, because we are in- 
volved in a creative group effort and the 
results of that effort niu.st ultimately 
be placed on a strip of film — a highly 
technical procedure." 

ROBERT II. KLAECER 
}'.P. in clinrge of TV film coinmprcinls 

Trans film 

•k-k-k-k-k-k-k-k 

Here is what happens: 

An idea brought to NBC will first 
be considered by Dick Pinkham (v.p. 
in charge of network programing) or 
Sam Fuller director of special pro- 
graming and their staffs. If recom- 
mended, it will go to Tom McAvity 
(and in cases of extreme importance 
to Weaver). If accepted, the legal 
department checks for rights and pos- 
sible infringements and McAvity will 
ask for a budget. (If the idea origi- 
nates with an independent producer, 
he will prepare his own budget to be 
double-checked by NBC's budget de- 
partment. If it's to be a program pro- 
duced lOO^t through NBC facilities, 
NBC makes up its own budget.) 

Now, money is allocated for de- 
velopment, and sometimes with and 
sometimes without the help of NBC 
the producer will hire writers to pre- 
pare a first script. This script goes 
back to McAvity's office and then back 
to the producer (time and again) until 
a satisfactory one has been produced. 
NBC pays these writing and develop- 
ment costs, and many times a pro- 
gram may cost thousands before it 
lands in the wastepaper basket as a 



good idea which for some reason 
couldn't be de\ eloped. 

When a script has finally been ac- 
( epted for production, continuity ac- 
ceptance gets a copy and the legal 
department works out a final deal 
with the j)roducer. These deals ver) 
from complete integration of the pro- 
ducer into the NBC network, to part- 
nership deals ia la ABC) or independ- 
ent production for NBC, with the 
network having practically no rights 
of supervision or interference at all. 

The pilot film or kinescope now goes 
into production through either NBC 
facilities or the producer's ovv^l organi- 
zation and when completed is screened 
lor iMcAvity and/or Weaver for final 
okay before going to the sales depart- 
ment for presentation to clients. 

Xetti'orL thinkuuj: Experience has 
shown diat working with the intangi- 
bles of show business and the temper- 
ament usually inherent in talent 
demands flexibility. Therefore the 
above practices are adhered to as often 
as they are ignored, and there are 
varying individual case histories with 
each new program. * ■* * 
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[Continued from page 39) 

is total listening in the area measured, 
including listening to stations coming 
in from outside the NSI 21-county 
area. The other is listening to local 
stations. Total listening came to 321,- 
200 homes or a 27% sets-in-use figure. 
Local station listening came to 261.700 
homes or a sets-in-use figure of 22%. 

The above figures cover home listen- 
ing. There is, in addition, what is 
called an Auto-Plus figure. This is the 
per cent of auto listening to in-home 
listening. In the segment covered, the 
auto sets-in-use figure was 15.2%. 
This is not 15.2%- of all homes but 
15.2% of the total listening figure. 
Thus. 45,000 "homes" were listening 
to auto radios at that time. They are 
not necessarily all additional listening 
homes, since a family can, of course, 
record listening both at home and in 
the auto at the same time. The amount 
of overlap is not shown in the NSI 
reports, however, nor can Nielsen 
break out the overlap in a special tab- 
ulation. 

Like the sets-in-use figures, per- 
broadcast data is shown two ways. 
Total audience for the John Harvey 



seqment (20,800 homes in this case) 
covers listening to the station outside 
the NSI area as well as inside. For the 
NSI area itself, the homes-reached fig- 
ure was 14,100, indicating that the 
station has substantial listening out- 
side the 21-county area. 

In addition there is a third program 
figure that timebuyers can use. This 
is listening within the inner metropoli- 
tan area, which covers five counties. 
Metropolitan listening is not broken 
down into 15-minute segments, as in 
the regular reports, but by six-hour 
periods. That is, for each station there 
is a figure showing the proportion of 
the NSI area audience within the met- 
ropolitan area during the morning, af- 
ternoon and evening. A glance at this 
shows that the metropolitan area audi- 
ence to KGO during the morning is 
about three-quarters of the NSI area 
audience. 

Per-broadcast data also includes a 
share-of-audience figure. This share 
figure covers listening to local stations 
but not outside stations, though the 
share of total listening can be calcu- 
lated without much trouble. There is no 
breakdown of Auto-Plus figures by 
stations. 

The NSI report also showed that 
(1) the total four-week cumulative 
audience was 152.900 unduplicated 
homes, (2) the four- week cumulative 
NSI area audience was 101,700 differ- 
ent homes, (3) the average home lis- 
tening to the show heard it 2.8 times 
during the four weeks, (4) the average 
home listening to the show had two 
listeners, (5) audience composition 
was 20% men, 40% women, 17% 
teen-agers, 23% children under 13. 

So much for the material shown in 
the report. Out of this, however, time- 
buyers and researchers can and do get 
additional data. For example: 

• The number of different listeners 
(two per home) to the show in four 
weeks was 305,800. 

• The number of program impres- 
sions in four weeks (the number of 
different listeners multiplied by 2.8) 
was 856,200. 

• The number of commercial impres- 
sions (assuming three commercials) 
in four weeks was 2,568,000. 

• The number of different men 
reached in four weeks was 61,200, the 
number of different women 122,400. 

On top of this the researcher can 
calculate a host of cost-per-1,000 fig- 
ures. On a four-week basis, this in- 
cludes cost-per-1,000 homes, listeners, 



commercial impressions, men, women, 
etc. And these figures can be com- 
pared with other buys or potential 
buys. The whole business can be run 
off for a tv show, too, of course. Note 
that in all this, there was no mention 
of a program percentage rating. This 
is no accident. Of the 25 markets now 
covered by NSI, none of the radio re- 
ports show program ratings and only 
five tv reports show program ratings. 
Ratings can be calculated from mate- 
rial shown in the report, however. 

{Incidentally, the program rating for 
the Paul Harvey show was 1.2.) 

There are a couple of reasons for 
the Nielsen policy of not printing rat- 
ings in the report. In the first place, 
say the Nielsen people, the importance 
of ratings can be over-estimated. 
What the advertiser is interested in is 
the number of homes he reaches. 

This is especially true for radio, 
where advertisers commonly buy an- 
nouncements via the saturation meth- 
od. A rating for one announcement is 
not nearly as useful as the total audi- 
ence picture. 

In the second place, though it is sel- 
dom bruited about publicly, radio sta- 
tions do not like to sell with program 
percentage figures since they sound 
small in relation to tv and radio's for- 
mer rating historj\ 

But the shift from ratings is evident 
in tv, too, as advertisers and their 
agencies delve deeper into audience 
facts. Take a recent special tab done 
for Chesterfield by ARB. The adver- 
tiser uses three network shows — Drag- 
net, Warner Bros. Presents and Gun- 
smoke — and wanted to find out the ex- 
tent of audience duplication among the 
trio. The facts below come from the 
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ARB October 1955 national tv report, 
covering the first week of that month. 

To start off, ARB showed that total 
homes reached by each show was as 
follows: Dragnet, on NBC, 9,440,000; 
Warner Bros. Presents, on ABC, 4,- 
,670,000; Gunsmoke, on CBS, 5,840,- 
000. 

' However, the number of homes 
which watched Dragnet but didn't 
|watch the other two was 6,800,000. 
The comparable figure for Warner 
'Bros, presents was 2,580,000 and for 
Gunsmoke it was 3,360,000. 

ARB also supplied similar figures 
for all possible combinations of the 
three shows. The number of homes 
viewing any two of the three but not a 
third ranged from 790,000 to 1,340,- 
000. And the number of homes view- 
ing all three came to 350,000. 

Thus the client was successful in 
spreading around his sales message 
since the figures indicate a relatively 
small degree of duplication. If duplica- 
tion was complete, the number of dif- 
ferent homes reached by the three 
shows would have been equal to the 
figure for the highest-rated show. 
Dragnet, or 9,440,000. Actually the 
number of different homes reached for 
the three shows came to 16,170,000. 
If there were no duplication at all. 
the different homes figure would have 
been a shade under 20 million. 

iVSI use; In the shift away from 
ratings, the emphasis on other data 
differs, naturally. To find out what 
information agencies and advertisers 
are using most in the relatively new 
NSI and what they like and don't like 
about it, SPONSOR spoke to a number 
of admen (and women) in research, 
media and timebuying. 

SPONSOR found NSI users a little 
overwhelmed at first by the complexi- 
ties and mass of detail in the reports. 
It has taken them a few months to 
read and use the information com- 
fortably. 

However, there was one bit of in- 
formation that was found particular- 
ly convenient to use. That was the to- 
tal homes figure. As explained previ- 
ously per-broadcast and four-week 
audiences include homes listening out- 
side the NSI area, which is usually a 
pretty large area in the first place. 

The reason this information was 
liked so well was that it eliminated a 
igood many calculations. Where ad- 
vertisers get audience figures for just 
the metropolitan area or a few addi- 



tional counties around it, the time- 
buyer must calculate what the audi- 
ence is beyond the coverage zone of 
the rating service. To assume the rat- 
ing is the same beyond this zone as in 
it is dangerous since the outer area, 
often being small-town or rural con- 
tains population with different pro- 
gram tastes than the urban metropoli- 
tan audience. The outer area also has 
different station competition. For 
years, timebuyers have been forced to 
use only the inner area rating. In 
some cases, this became more compli- 
cated as the rating was assumed to ap- 
ply only to those outside areas where 
the station in question had a regular 
audience of say, 50% or more, accord- 
ing to whatever coverage service the 
agency used. 

★ ★★★★★★★ 

*4I would set my sights for color TV 
set sales — ^just as I would direct my 
color television advertising — on the 
greatly increasing numbers of families 
who are earning $7,500 per year after 
taxes. . . . And if we — and our individ- 
ual stores or companies — are to get our 
share of this market, we must provide 
the 'extra something' needed to clinch 
these sales — whether it he higher qual- 
ity or lower -prices — or the impact of a 
color television commercial." 

ROBERT A. SEIDEL 
Executive V.P.. Consumer Products 

R.C.A. 

★ ★★★★★★★ 

Audiences outside the NSI areas can 
\ary considerably among stations, de- 
pending on both station power, the 
general popularity of the station and 
the specific kind of programing in- 
volved. A farm show, obviously, will 
have substantial listening outside the 
NSI area. 

Outside listening can be substantial. 
Take Chicago, for example. The NSI 
area for radio consists of 47 counties 
in four states. The total area includes 
roughly twice that area. On WGN, the 
Bill Evans Show reached 426,000 
homes in four weeks in the NSI area 
and 683,000 homes in the total area. 
On WIND, Chicago Top Tunes got 
62.5,000 homes in the NSI area in 
four weeks and 790,000 homes in the 
total area. 

Outside listening is not always of in- 
terest to the timebuyer. \\Tiere the 
station has low power or where the 
client is not interested in reaching 
people beyond the NSI or metro 
areas, then total listening figures are 
academic. 

Cunie audience figures were found to 
be useful to agency timebuyers, espe- 
cially for radio. It is not only the total 
four-week figures themselves but the 



way they build up that interests users 
of NSI. 

Since these figures cover undupli- 
cated homes, they can show if a pro- 
gram is reaching a large number of 
homes thinly or hitting the same homes 
over and over. In determining this, the 
timebuyer or researcher can refer to a 
figure in NSI reports showing the 
number of times the program is seen 
or heard over the four-week period. 
A glance at any radio or tv (but espe- 
cially radio) report will show that this 
figure ran range from a little over one 
to as high as about 10. The higher 
figures are found in strip shows, since 
a weekly show obviously cannot pro- 
duce a figure greater than four. 

Whether the advertiser wants broad 
home coverage or continuing impact 
depends, naturally, on the product or 
the idea behind the campaign. Jerry 
Gibson, chief timebuyer at DCSS, 
pointed out that Pharmaco at present 
is interested in reaching the same 
home frequently for Feen-a-mint while 
Bristol-Myers wants to reach a lot of 
different homes for Vitalis. 

Not everyone is interested in cumes. 
Per-broadcast figures still hold a strong 
attraction for agencies. And in some 
cases, agencies find the cunie figures 



the 

summit 
# 

Another 
top Radio in- 
dependent — KFMJ. 
in Tulsa, Oklahoma, 
takes top audience in 
the market's 7-day aver- 
age. See Nov.-Dec. Hooper. 
Call John E. Pearson Com- 
pany (JEPCO) in New York. 
Dial LU 5-5555 in Tulsa. 



I 



6 FEBRUARY 1956 



97 



cannot be used even where they want 
to use them. This is because of the 
way per-broadcast and cuine audiences 
are calculated. To explain: 

Each NSI report covers an enght- 
week period. Both per-broadcast and 
cume audiences are averages of the 
eight weeks for the time period con- 
cerned. The show listed for the 
time period is that running during the 
seventh week of the period covered by 
the report. If an advertiser sponsors 
an alternate week show or is interested 
in a show that was put on a station's 
schedule during the middle of the re- 
port period, he cannot accurately 
determine either the cume or per- 
broadcast audience for the show from 
the report. In some cases, a special 
tabulation can be made if the program 
had been on a sufficient number of 
times during the eight-week period. 
But when a one-shot, like a sports 
event, is put on, the Nielsen sample is 
too small to measure it accurately. 

On the other hand, admen sav. the 
eight-week average gives a good run- 
ning picture of a show undisturbed by 
meaningless fluctuations or efforts by 
stations or networks to throw in a 
hot program during a "rating week." 
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In using Auto-Plus data agencies 
have to live with the fact that it is not 
broken down by stations. The adver- 
tiser can be told how many autos are 
using their radios during a specific 
quarter hour when his commercial is 
running but he does not know what 
per cent share of this auto sets-in-use 
figure is listening to his commercial. 

Some agencies take the in-home 
share of audience for a show and 
assume that the share of the auto audi- 
ence is the same. They admit they 
don t like to do it and that they are 
only guessing but they add they have 
no other way of telling a client who is 
interested in the auto audience how 
many auto sets he is reaching. Other 
agencies prefer not to use the Auto- 
Plus figures rather than guesstimate. 

★ ★★★★★★★ 

"In our minds to program for the in- 
tellectual alone is easy and duplicates 
other media. To make us al into intel- 
lectuals — there is the challenge for com- 
mercial television." 

SYLVESTER WEAVER 
President of NBC 

★ ★★★★★★★ 

In some cases agencies take a rough 
guess and assume the share of auto 
sets-in-use will be less or more than 
the in-home share depending on the 
kind of program and time of day. 
These guessers assume, for example, 
that a soap opera will have a lower 
auto share than in-home share while 
a music show's auto share will be as 
high if not higher than the in-home 
share. Where an advertiser buys a 
saturation campaign and has commer- 
cials on, say. three out of four of 
the local stations at the same time he 
can assume his auto share of audience 
is pretty close to his in-home share. 

To show how dangerous it is to 
assume that the auto share of audience 
is the same as the in-houie share take a 
look at a recent Pulse report. In the 
October 1955 report, a soap opera strip 
on one station recorded a 4.4 rating 
with an out-of-home rating of .2. A 
music strip at the same time showed a 
2.9 rating with a .9. Pulse's out-of- 
home figure includes other listening 
beside auto listening, which averages 
about 55% of all out-of-home listening, 
according to a Pulse study. However, 
it is still apparent that the music show 
got a bigger share of the auto audience 
than its in-home share, while the 
situation was reversed in the case of 
the soaper. 

The Auto-Plus figures are still im- 
portant, nevertheless. They show when 



auto listening is highest. They point 
up the differences in auto listening 
habits between markets. 

If an advertiser buys into a sports 
news program at a time when auto' 
listening figures indicate that the males 
of the community are driving to or 
from work, he can be pretty sure his 
share of the auto audience is at least 
as high as the in-home share and is 
probably higher. 

Advertisers have to pay more atten- 
tion to auto listening these days for 
two reasons. First of all, with more 
cars on the road, the total amount of 
auto listening is increasing. Secondly, 
auto listening as a per cent of in-home 
listening has been increasing because 
of the long-range decline in in-home 
listening. 

Here are some examples of how high 
auto listening can go as a per cent of 
in-home listening. These figures are 
taken from NSI reports last spring 
and summer: 

• In the Seattle-Tacoma market, the 
figure for a Sunday evening quarter 
hour in June was 74.5%. 

• In Chicago, the figure during a 
July Saturday evening was 94%. 

• In Washington, the figure for a 
Sunday evening in July was 82.8%. 

★ ■*■ ★ 



QUESTIONS AND ANSWERS 

[Continued from page 30) 

production set-ups producing 
shows for us. But we don't like 
to think of it as a matter of con- 
trol. Partnership would be a ^ 
much better word with which to ^ 
describe these arrangements. In j 
a partnership responsibilit}' 
rests equally heavily on the 
shoulders of both partners and 
that's how it is with us. Nat- 
urally, we would not pass up a 
bet, if the producer should in- 
sist on complete autonomy. In 
that case, all we do is insist on 
exclusivity. The Burns & Allen 
show is an example. We have 
no control over that program in 
any shape or form. All our 



100% NEGRO PROGRAMS 



WSOK 

IN NASHVILLE. TENNESSEE 



98 



SPONSOR. 



contract calls for is exclusivity 
with CBS. 
NBC: We don't insist. But we prefer 
to have the right of control or 
at least supervision. It gives us 
a chance to protect the show 
and to protect ourselves as well 
as the sponsor. Ad agencies 
like us to have this control. It 
puts us in the middle, makes us 
the whipping-boy if things go 
wrong. And they know that 
we'll pour in all kinds of money 
to rejuvenate a slipping pro- 
gram. But if the idea, producer 
or star are strong enough, we 
may agree to a 100"^ hands-off 
deal. Take the case of a filmed 
half-hour situation comedy in- 
volving a big star, which was 
being produced for us in Holly- 
wood some seasons ago. The 
star insisted on complete au- 
tonomy and we agreed. The 
program started out all right, 
but it slipped. If we had been 
able to hire writers, suggest re- 
visions, we might have been 
able to save it. As it was, the 
star wouldn't let us do a thing 
and finally we had to drop it. 
Still, I'd make a deal with him 
tomorrow if he'd agree to ac- 
cept our help. With Jack Webb 
(Dragnet) , on the other hand, 
I don't even know if we've got 
the right to interfere. It's never 
come up. The program runs 
smoothly and nobody from 
NBC ever gets near the studio. 

SPONSOR: Where do networks 
look for new program ideas? 
ABC: We're of course interested in 
good ideas wherever the) come 
from. But in view of our spe- 
cific method of operation, we 
give preference to program 
ideas presented by established 
independent producers. These 
men have the facilities and 
know-how to see a program 
through to completion. In ad- 
dition, their suggestions are 
usually more carefully devel- 
oped and thoroughly thought 
through from all practical an- 
gles. But take one of our new 
series, Frontier judge. It was 
presented to Mr. Kintner in 
Hollywood last year. We con- 
sidered it here in New York 
and found that we liked it. We 
then arranged with Jack Cher- 



tock. one of our independent 
Hollywood producers, to handle 
the filming. So here is a case 
where independent production 
facilities and know-how were 
tacked onto a good idea in or- 
der to make production practi- 
cal for us. 

CBS: Many new ideas originate right 
within the creative staff of the 
network. Others are brought to 
us from the outside. The orig- 
ination of an idea is not impor- 
tant, but competent profession- 
als, whether independent or 
CBS personnel, are a more 
promising source. It is extreme- 
ly rare when an idea presented 
by a complete outsider is worth 
serious consideration. 

NBC: Anywhere. A hit is a hit and 
we can't afford to be concerned 
with parentage. Sometimes 
three words scrawled on the 
edge of a newspaper, are worth 
more to us than 50 pages of 
carefully worked out manu- 
script. Even a spoken sugges- 
tion can be the germ that re- 
sults in a $350,000 spectacular. 

SPONSOR: Are ad agencies 
important sources of network 
program ideas? 

ABC: When an ad agency develops 
a program, it is usually because 
they have a sponsor for it. In 
that case they will either pro- 
duce it for have it produced) 
themselves and then simply 
come to us for time, or they'll 
buy the time and the network 
producing facilities. 

CBS: We certainly welcome anything 
that an agency may conceive 
and create for its clients. But 
ad agencies just don't have the 
program development turn-over 
to warrant the necessary facili- 
ties. It takes a great deal of 
manpower, not to speak of 
money, to create and produce a 
program. If the agency and 
client decide to drop such a 
show, the agem'y will have to 
let these people go until such 
time as another program might 
need development. W^e, on the 
other hand, can utilize the tal- 
ent left stranded by a dying 
show in other program produc- 
tion and thus maintain the kind 
of program operation that is 
necessary. 



NBC: W ith ])rograin development 
costs what they are today, and 
with most important programs 
being handled on a split sf)on- 
sorsliip basis, ad agencies have 
neither the financial resources, 
the manpower nor the incenti\e 
to actively enter into program 
creation. On the other hand 
there are cases of active NBC 
co-operation in the creation of 
an agency package. The former 
Colgate I ariety Hour was basi- 
cally an agency package, but 
much NBC effort has gone into 
the development of many of its 
programs. 

SPONSOR: Will networks tailor 
new programs to fit sponsor needs? 
ABC: Sponsors rarely know what 
they want until they see it. Ob- 
viously with the success of a 
program like Rin Tin Tin, 
there are other sponsors who 
would be willing to get into the 
act. But how many dogs can 
you have on one network (not 
intended as a pun!) ? We nat- 
urally consider over-all sponsor 
and audience trends, but in our 
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case, Avliere most shows are on 
film, and are therefore shot 
months in advance of release, it 
would be impractical to spend 
large sums in order to create a 
show based on a specific spon- 
sor s needs. These may have 
changed by the tinie the pro- 
gram is ready. 

CBS: On extremely rare occasions we 
may create and build a program 
to fit the needs of a specific ad- 
vertiser. But for the most part 
we concentrate on creating the 
best entertainment, public af- 
fairs, documentary or other 
shows, and we do this with the 
knowledge based on past ex- 
perience that when you have a 
good program to offer there 
will always be advertisers will- 
ing to pick up the tab. The me- 
dium of tv has in itself such 
tremendous power that with 
quality production there can be 
no lack of takers. 

NBC: It happens, and when it does it 
usually is a question of copying 
a successful precedent. Take 
the Big Surprise. The success 
of the $64,000 Question created 
a demand among sponsors and 
we filled this demand (with a 
Louis G. Cowan, Inc. package.) 
Whether or not this was a smart 
move, is too early to tell. In 
the same way some time ago a 
few highly successful situation 
comedies brought on a flood of 
imitations inspired by great 
sponsor interest. Now they are 
dying like flies. Our own Drag- 
net created the same kind of 
imitative wave. As a network, 




"Someday I'll be a personality on 
KRIZ Phoenix — meanwhile I just 
work here for prestige." 



we prefer to come up with new 
shows, tailored to a variety of 
potential needs, but we're in 
business for profit. If sponsors 
cry loud enough for a specific 
type of program, we'll try to 
find it for them. 

SPONSOR: Will networks pay to 

develop a new program idea? 

ABC: We'll make a deal to finance a 
pilot film, based on script ap- 
proval. In other words, up to 
a completed and acceptable 
script, it's the producer's re- 
sponsibility. Once we accept 
the script, we'll foot all the bills. 

CBS: Once a program idea has been 
accepted, we pay all the costs 
through to the TVR. But we 
go much further than that: 
We actually pay to create new 
ideas or to give opportunities 
to new personalities. We pro- 
vide the proper working cli- 
mate for people, who we feel 
have a potential. Take the case 
of Nat Hiken. When we hired 
him, he had no idea to sell. 
But while on our payroll, he 
created the format for the Phil 
Silvers Shoiv. A similar situa- 
tion existed with Jess Oppen- 
heimer. He had never thought 
of anything resembling / Love 
Lucy when we decided that here 
was a talent worthy of CBS rec- 
ognition. We hired him and 
he came up with the Lucy show. 

CBS has two separate pro- 
gram budgets: One for the pro- 
grams which the public is actu- 
ally going to see and one for 
experimentation and the devel- 
opment of programs and ideas 
which we hope they will see at 
some future date. In keeping 
with this CBS concept of devel- 
oping new talent for future use, 
we are right now considering 
hiring three new men for whom 
we have no specific place, but 
who we think will come through 
for us in the future. 

NBC: We will make a preliminary 
deal on just an idea or concept 
or often even only an ingredi- 
ent (possibly a star), if it ap- 
pears worthwhile. We then al- 
locate funds and offer all pos- 
sible assistance to develop the 
idea into a potentially success- 
ful format and the best possible 
first script. * * * 



ROBERT HALL 

{Continued from page 41) 

slots, we're in. good and solid. 

"4. To cap it all, our own store 
managers, who've always been dedi- 
cated to newspaper advertising, now 
write us asking for more radio and 
television. It's easy to understand 
why. Most of our new stores are in 
the outlying areas, away from the 
center of the retail trading zones. Best 
way to reach those areas quickly and 
economically is by air." 

But again, Bess stresses, each of the 
130 Robert Hall markets is ap- 
proached individually, its problems 
analyzed and, with luck, solved by 
finding the right formula for that par- 
ticular market. 

For example, last year a Robert 
Hall store in New York State was be- 
hind in its sales for the same period 
the year before. In retailing you live 
and die by that yardstick. Whether 
you use plain pipe racks or red velvet 
carpets, survival depends on beating 
or at least meeting last year's figures. 

At the time, the store was using 
some minute announcements on radio 
plus weekly insertions in the local 
paper. Not heavy in either. And, con- 
sequently, neither was delivering much 
in the way of results. 

"We took all the dollars they were 
spending in both media," says Bess, 
"and switched them to tv — minutes 
and five-minute sportscasts at night. 
In three months the store not only 
caught up with last year's figures but 
went ahead, and stayed there." 

By the same logic, when a station 
or a format or any copy approach 
proves itself a steady producer, Rob- 
ert Hall sticks with it till it stops pay- 
ing off. Take WNEW, N. Y. The firm 
has been on the station with the same 
coverage — 24 10- to 15-minute music 
programs and 27 minute announce- 
ments a week — for the past eight 
years. WIND and WCFL, Chicago, 
similarly are typical of Hall's bevy of 
key, productive stations over the 
years. 

Chcrchez la femtne. In general, the 
clothing manufacturer wants minutes 
in good local shows. Power of the 
station or its affiliation is unimportant, 
since, as a retailer, it is interested only 
in the immediate retail trading zone. 
And, since the company's primary 
target is the woman of the house, it 
has a wide-open field, availability-wise: 
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tv any time of the day it can get good 
slots; radio the same, except between 
8 and 11 p.m. in certain markets, 
which, says Bess, is conceded to tv. 
After 11 p.m. it picks up radio again, 
keeping mother company as she bustles 
around locking up, tucking the faniih 
in bed, washing the last few dishes. By 
midnight she's about done and so is 
Robert Hall. Total: 10 to 12 announce- 
ments a day in radio, three or four 
in tv. 

Why the woman of the house? Af- 
ter all, half of Hall's sales are to men. 
Or are they? 

"Let's say half our sales consist of 
men's clothing," says Bess. "When a 
man spends $42.95 for a suit, chances 
are it's an important purchase. More 
important than a $100 suit is to the 
man who can afford it. So he has to 
check with mama to be sure the fam- 
ily exchequer can bear the bruise. 

Still, come the weekend and the 
firm ups its schedule in deference to 
the man of the house. After all, some 
do have some say as to what brand 
of pants they wear. 

Robert Hall's postwar expansion has 
of course had a profound influence on 
the company's ad strategy and, with 
other retailers, it has tried to keep pace 
with, even anticipate, the trend toward 
suburban living by moving farther and 
farther into the woods. Naturally, in 
a chain the size of Robert Hall, con- 
stant reshuffling is required. 

Like the grocery supermarkets with 
whose merchandising techniques Hall 
has much in common, the company 
seeks spots in heavily residential 
sections. 

When a location is finally decided 
upon, the firm opens up with the big 
guns, promotionwise. In true super- 
market style, opening day means a 
series of extravaganzas — guest appear- 
ances by performing stars, lucky num- 
ber drawings every hour on the hour, 
tape-cutting by the mayor, circus 
stunts — whatever seems to fit the time 
and the place. 

Bess, in his 10 years with the agency, 
has personally visited every Robert 
Hall market at least once and some 
many times. In setting up the Los 
Angeles area last December he made a 
flying trip to the city, rented a car and 
took the big tour, stopping at each unit 
to study the growth of the surrounding 
suburban area, visiting the local radio 
and television stations to discuss their 
I part in the campaign. The 12 new 
Los Angeles area outlets are situated 



along the periphery of Los Angele^ 
County and Bess estimates he covered 
2C5 miles in making the circuit. 

"There's a case where radio and tv 
are ideal," says Bess. "A station lo- 
cated in the middle of the circle can 
give us umbrella coverage, and that's 
the way we u?e it. 

"If we depended on newspapers 
there, we'd have to cut up our budget 
into many small pieces because each 
section along the way follows its own 
neighborhood newspaper and we'd 
have to go into each one to get the 
same kind of coverage we get by air. 

"But whatever media we decide on, 
we still have to get close up before 
we can write any copy. That's why I 
say we have no slide rule. " 

In January Bess made similar on- 
the-spot surveys in preparation for the 
new St. Louis. Fort Worth and San 
Antonio stores. 

Love that jingle. Try to think of 
Robert Hall without sulx^onsciously 
humming a Robert Hall jingle. Can't 
be done. Probably because there 
hasn't been a radio or tv announce- 
ment for the chain in 15 years that 
hasn't started with some variation on 
its basic musical message. Consider- 
ing the saturation levels of the com- 
pany's campaigns during that time, it 
adds up to heaven only knows how 
many millions of impressions. 

Over 100 different jingles have been 
used to date, varying as to lyrics or 
tune or orchestration. All, however, 
hue close to the "low-overhead, plain- 
pipe-rack" theme and seem to retain 
some semblance to each other. A few 
are staples repeated every year in sup- 
port of special seasonal promotions. 

At the beginning of the school semes- 
ters it's the back-to-school verse: 

"School bells ring and children sing, 

It's back to Robert Hall again. 

Mother knows for better clothes 

It's back to Robert Hall again. 

You'll save more on clothes for 
school. 

Shop at Robert Hall." 

During the yuletide it's: 

"We're doing our Christmas shop- 
ping at Robert Hall this year, 

We're saving on clothes for Christ- 
mas at Robert Hall this year. 

Low overhead means low prices on 
clothes for one and all, 

There's a larger collection, a bigger 
selection where America goes for 
Christmas clothes. 

It's Robert Hall this year." 



Those two jingles remain unchanged 
from year to year, along with Robert 
Hall's most popular theme song, "When 
the values go up, up, up. . . ." which 
is used from January to December. 

A new lyric is written every spring 
for the annual Easter expansion sales. 
And when, as in the case of Los An- 
geles and St. Louis, a store or stores 
are opened for the first time in a mar- 
ket, there's a jingle to herald their 
coming in Robert Hall fashion. This 
one is called, "Coming to Town." 

Composer of all Robert Hall jingles 
is Jack Wilcher, former guitarist with 
Red Nichols' orchestra. With Sawdon 
since 1944, W'ilcher is a kind of Madi- 
son Avenue Bob Burns. He confers 
with agency head Frank Sawdon and 
Jerry Bess ou all new campaigns, 
writes the lyrics, music, hires talent, 
supervises production, and, now with 
tv, works with animators (Pelican 
Films), etc. 

Actually, Wilcher uses no musical 
instrument when he works — just a 
sheet of music paper and a pencil. 

Future Robert Hall plans? Says 
Bess: "There's a saying, 'Make a fool 
smart and you become the fool.' I'm 
beginning to feel I've told you 
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REED HADLEY 

starring in 




PUBLIC 
DEFENDER 




He'll go all-out 

to win a 
case! Millions of 
Americans know 
that and love him for it. 
But Public Defender doesn't only 

swing juries. Entire segments 
of the population are influenced 

in their choice of food labels and 
merchandise brands by what they 

see advertised on these 
bristling-with-action Public Defender 

shows. In your market too, 
whatever you have to 

sell, Public 
Defender will tip 
the balance of 
public opinion 

in your favor! 

69 HALF HOURS 

First run in many markets! 
Powerful re-run value in 
ALL markets! 








TELEVISION CORPORATION 

NEW YORK CHICAGO HOLLYWOOD 




Stuart Sherman, though only 49, was called 
from retirement to fill his new post as Colgate- 
Palmolive's vice president in charge of advertising. 
Sherman had been with Colgate from 1948 to 1954 
as a director and executive committee member. 
He first joined the company in 1930 as an office 
boy after graduating from Williams College. In 
1934 he became a v.p. of Lord and Thomas and 
later founded and became president of Sherman and 
Marquette. During '56 Sherman will spend a 
large portion of his time introducing 10 neiv 
Colgate products to be marketed nationally. 



I^Iichael J. Foster, formerly Manager of Press 
Relations for CBS, moved over to ABC as of last 
30 January. In his new berth as Vice President 
in charge of Press Information and Advertising, 
Foster will supervise the activities of ABC's pub- 
licity, advertising and promotion departments. 
Except for four years with the U. S. Army during 
World War II, Foster has been with CBS since 1938. 
Before that he was a sports writer and reporter for 
the New York Journal-American and the New 
York Times. Raised and educated in New York, 
Foster is a resident of Manhattan and a member 
of the New York bar. 



W. flowartl Chase, Vice President of McCanii- 
Erickson, Inc., New York, has been elected presi- 
dent of the agency's newly formed public relations 
affiliate. Communications Counselors, Inc. He 
joined the agency as Head of the Public Relations 
Department a year ago, from his former association 
as a partner in the pr firm of Selvage, Lee & 
Chase. He was previously associated with General 
Mills as Director of Public Services and with 
General Foods as Director of Public Relations. 
Last October, Mr. Chase was elected President of 
the Public Relations Society of America. 



William W. Larzelere joined Fact Finders 
Associates as executive vice president on 1 January. 
Previously he was associated with Publiker 
Industries as Market Research Director and will 
continue as consultant there to Jack Leban, vice 
president in charge of liquor sales. Prior to that 
he was Marketing Manager for Schenley Distillers 
and Marketing Research Director for United 
Distillers. In his new capacity, Mr. Larzelere will 
direct the first semi-annual consumer survey of soft 
drink and alcoholic beverage brand preferences. 
According to Mr. Larzelere, it will be the first 
survey of its kind ever done. 



445 Pafk Ave. 1250 S. Wabash 
MUrfay Hill 8-2545 WAbash 2-7937 



4376 Sunset Drive 
NOfmandy 2-9181 
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Farm income state-wide: $1,236,903,125 
Farm income WFBM-TV-wide : $791,618,000 




WFBM-TV INDIANAPOLIS 

Represented Nationally by the Katz Agency 

Affiliated with WFBM-Radio; WOOD AM & TV, 
Grand Rapids; WFDF, Flint, WTCN, WTCN-TV. 
MInneapalis, St. Paul 
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IN THE LAND OF 

MILK AND^ONEY 




THE ONLY CBS PROGRAMMING AVAIL- 
ABLE TO A MILLION NICE PEOPLE! 

From 7 A.M. to 1 A.M. 
Yepl Bigger'n Baltimore! 




HAYDN R. EVANS, Gen. M£r. • WEED TV, Rep. 
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Another 
top Radio in- 
dependent — KFMJ, 
in Tulsa, Oklahoma, 
takes top audience in 
the market's 7-day aver- 
age. See Nov.-Dec. Hooper. 
Call John E. Pearson Com- 
pany (JEPCO) in New York. 
Dial LU 5-5555 in Tulsa. 
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ABC-TV Network ._ 64 

Air Trails Group _ 98 

A.T.&T. _ 89 

Bergmann Enterprises 94 

Broadcast Music Inc. 104 

Col. Pacific Radio Net 5 

Interstate TV - .._ 102 

Mid-Continent Group 18 

Nat'l. Telefilm A.ssoc. 106 

NBC Radio Network _ 8-9 

Pulse, Inc - 74 

RCA TV Equipment _ . 60-61 
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CKLW, Detroit - 47 
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KBIS, Bakersfield - 58 

KCEN-TV, Temple, Tex _ 90 

KCMC-TV, Texarkana _ 11 

KCMO, Kansas City IBC 

KDUB-TV, Lubbock, Tex 42 

KERG, Eugene, Ore 101 

KFMJ, Tulsa, Okla. 95, 97, 99, 104 

KHOL-TV, Kearney, Nebr 73 

KING-TV, Seattle - 14 

KLZ-TV, Denver 59 

KMBC, Kansas City BC 

KMJ-TV, Fresno 80 

KMPC, Los Angeles 66 

KNAK, Salt Lake City 63 

KOIL, Omaha _ FC 

KOLN-TV, Lincoln, Nebr 81 

KPAR-TV, Sweetwater-Abilene 94 

KOOI.,-TV, Phoenix 69 

KPIX, San Francisco 77 
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BMI 



''Milestones" for 

March 

BMI's series of program 
eontiniiities, entitled "3Iile- 
stoncs," focuses the spot- 
light on important events 
and problems which have 
shaped the American scene. 

3Iarch's release features 
four complete half-hour 
shows — ready for immedi- 
ate use — smooth, well 
written scripts for a variety 
of uses. 

"THE FATHER OF MODERN 
PLAYGROUNDS" 
Joseph Lee 
Born: March 8, 1862 
"THE YOUNG FARMER" 
4-H Week 
March 13-19, 1956 
"ST. PATRICK'S DAY" 
March 17, 1956 
"THE FABULOUS OSCAR" 
(Story Behind the Academy Awards) 
March 14-21, 1956 

"Milestones" is available for 

commercial sponsorship see your 

local stations for details. 



20 YEARS OF 
EXPERIENCE! 

If you need an A-1 radio- 
television executive, here is 
your answer. A ticenty year 
veteran in broadcasting 
who has spent the last fifteen 
years in executive station 



management. Knows sales, 



promotion, programming, 
production, station operation 
inside and out. Prefers 
northeast, hut icill go ichere 
real opportunity knocks. 
Write or wire 

Box 26 
SPONSOR 

40 E. 49th, N. Y. 17, N. Y. 
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40 East 49th Street, New York 17, New York 

In the 144 pages of TIMEBUYING BASICS 
readers will find the only book of its 
kind — the most expert route to radio and 
television timebuying. For the first time 
a group of men and women who represent the 
most authoritative and advanced thinking 
in the field, talk with complete candor 
about radio and television and the oppor- 
tunities these media offer in terms of 
their own intimate experiences. 
It came about when the Radio and Tele- 
vision Executives Society of New York 
sponsored 13 seminars for the benefit of 
timebuyers. So impressed was SPONSOR with 
the subject matter discussed that it 
soiaght and obtained permission to print a 
condensed, carefully edited version of the 
seminars in its 1955 Fall Facts issue. 
Now we've gone further. . .publishing TIME- 
BUYING BASICS as a handy 144 page book 

I you' 11 want to refer to time and time 

I again. 

Norm 



TIMEBUYING BASICS IS 
INVALUABLE TO ALL WHO MAKE 
THEIR LIVING BUYING 
OR SELLING RADIO /TV TIME 




TIlMEBUYIiXG BASICS 



40,000 word lilaest of 13 RTES 

momlnaps am pubiicHed in . . . 



' ponsor Services Inc., 40 E. 49 St. N. Y. 22, N. Y. 

, lease send copies of TIMEBUYING BASICS to ray attention 

i indicated below: 
] Bill Company Later 



1y Name 
jgency — 

sal 



:'-9 —$2.00 each 
P-24— $1.75 each 



□ Payment Enclosed 

Title _ 

Address— . 

Zone- State 

Special Quantity Rates 

25-49— $1.50 each 
50-99— $1.25 each 



100 or more: 
$1.00 each 



CONTENTS 

SEMINAR 1 
SEMINAR 2 
SEMINAR 3 
SEMINAR 4 
SEMINAR 5 
SEMINAR 6 
SEMINAR 7 
SEMINAR 8 
SEMINAR 9 
SEMINAR 10 
SEMINAR 11 
SEMINAR 12 

sp:minar 13 



The basics of audience measurement 

Pitfalls-pratfalls in audience research 

Giudes to more effective timebuying 

How to engineer a good buy 

Knoiv your markets 

Agency practices — saints and sinners 

W hat buyers, sellers expect of each other 

Hoio netu'orks work; how to buy them 

Can you do better ivith spot? 

What does coverage cover? 

Does merchandising sell merchandise? 

Discussion of the ARF Report 

There's a rainbow in your future j 



^ Sem/ for your copy TODAY! 
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Since You Went Awoy 
I'll Be Seeing You 
Notorious 
The Porodine Cose 
Bill Of Divorcement 



Portroit of Jennie 

The Former's Doughter 

Intermezzo 

The Spirol Stoircose 

Gorden Of Alloh 



n keeping with our policy of offtig 
the finest in quollty feoture film e.j- 
toinment for television ... we ore p jo 
to onnounce thot through orrongemts 
with Mr. Dovid O. Selznick, NTA as 
ocquired o gollery of mosterpieceoy 
some of the premier motion picre 
producers of our time . . . 

Mr. Alfred Hitchcock 
Mr. Dore Schary 

end 

Mr. David O. Selznick 
These incomporoble films will be offsc 
under the title of 

"Selznick Presents. . ." 
truly o milestone in televii^r 
entertoinment. 

In o trodition of quolity . . . onother'ef 
by NTA in bringing the finest in m o' 
picture entertoinment to the tele^io" 
oudiences of Americo. 




N 
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Ely A. Landou, Pres. 
National Telefilm Associates, Inc. 



INC. 60 West 55th Street, New York, N. Y. • Plvfl 7' 



REPORT TO SPONSORS fur 6 Fobriiary 

(Cotttitttied from page 2) 



Allocations stew 
can't end quickly 



Data pinpointed 
for timebuyers 



Money cracks 
Hollywood whip 



NBC pushes spot 
radio as booster 



Tv familiarity 
'breeds nothing" 



Tv set count 
out in April 



What can an advertiser or agency make out of the confused picture in 
Washington as FCC and Senate Interstate Commerce Committee wrestle 
with television allocations. It comes down to this: (1) Present 
allocation system which depended on uhf stations to make tv com- 
pletely national and competitive service doesn't work. Few uhf sta- 
t ions can compete against vhf. (2) Many uhf operators want to get 
at heart of matter by deintermixture , making all stations in any one 
market all 'u' or all 'v'. Difficulties of striding into allocations 
situation with blanket changes deintermixture entailed at this date 
are enough to have everyone walking the walls. (3) However situation 
is resolved, it won't be soon, not this year anyway. That's sad 
concensus . 

-SR- 

Timebuyers will be first to benefit if experiment underway at Katz 
Agency works out. Katz has appointed one of its salesmen, Ralph 
Hunter, to new job of "station specialist." His function: to cull 
facts provided by Katz sales data department and shape them into 
pinpointed presentations for salesmen to use. It's one more step to 
free salesmen for selling and give timebuyer data most pertinent t o 
his nee ds. Hunter is part of sales department, reports to Scott 
Donahue, tv sales manager. He's just first of station specialists 
if system proves successful. 

-SR- 

Flood of features now on market may be only trickle if advertisers 
see fit to take case to Hollywood film vaults. Sponsor West Coast 
reporter says moviemen ready to talk turkey on additional sale of 
feature film backlogs if agencies-advertisers are armed with cash 
and know rules of feature buying game. Thinking in film capital has 
cha-ged radically. For more on filmland revolt see "You can crack 
Hollywood dam but you have to know how," page 26 this issue. 

-SR- 

Growing use of national spot radio as "booster medium" is promoted 
by NBC Spot Sales in new presentation aimed at advertisers presently 
using spot radio. Presentation points up flexibility of medium in 
conjunction with tv, newspapers, other media as part of basic impact 
source. Included in estimate local radio's total 1955 billing tops 
$390 million, up $50 million over 1954. 

-SR- 

Jess Oppenheimer, producer-headwriter of "I Love Lucy," who moves to 
NBC in executive creative post this summer, says too many tv com- 
mercials lose their value after a few airings. "The old George 
Washington Hill approach of ' hit- ' em-again-and-again ' won't work 
today. Familiarity breeds nothing on tv. " Basis of Oppenheimer 
findings is long study he made on tv pitches. 

-SR- 

Latest reports indicates ARF tv set count data won't be out until 
April. Further refinements have been worked into complicated 
formula ARF is working on to break down May, 1955, Census Bureau 
national study into county-by-county figures. Meanwhile, Census will 
make another national tv set count this month. Like May, 1955, study, 
new survey is financed by 3 tv webs, TvB, NARTB, through ARF. No 
decision whether new survey will be broken down into county figures. 
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SPONSOR 

speaks' 




What made newspapers great? 

We've always had the greatest re- 
spect for newspapers which over the 
years have achieved the status of the 
greatest medium in size of billings in 
the entire history of advertising. 

So you can't blame us for being 
puzzled when we note stories to the 
effect that the Bureau of Advertising 
of the ANPA will make an out-and- 
out attack on television during 1956. 

Is that the way the newspapers 
achieved greatness? 

We think newspapers achieved their 
stature because of the separate and 
distinct advertising values of news- 
papers as compared with billboards, 
direct mail, radio, television. 

This kind of thinking by the ANPA 
Bureau of Advertising can't help but 
weaken the newspapers. 

An indication of the way the ANPA 
approach is being met by television 
broadcasters, is the point of view of 
Oliver Treyz, president of the Tele- 
vision Bureau of Advertising: 

'Tf the newspaper bureau is con- 



verting itself into an Anti-Bureau, TvB 
will not become an Anti-newspaper 
Bureau. 

"Copy research, testing impact of 
advertisements, shows a campaign de- 
signed to launch a 'frontal assault' on 
a specific competitor does not work to 
the advantage of the advertiser and, 
usually, is a waste of money. If this 
be true of advertising — and we believe 
it is — it is also true of media promotion 
and selling. 

"On our part, we would prefer to 
emulate that portion of the standards 
of practice of the American Association 
of Advertising Agencies . . . which says 
'unfair competitive practices in the 
advertising agency business leads to 
financial waste, dilution of service, 
diversion of manpower and loss of 
prestige. Unfair practices tend to 
weaken public confidence in advertise- 



Ad Drive 
Asainst TV 



Client-agency longevity 

There are always cases where the 
only right way to solve an agency- 
advertiser problem is by canning the 
agency. If the agency can't meet new 
challenges, what can an alert client do 
but seek new brains? 

But at a time when many advertis- 
ers who are heavily invested in tele- 
vision and radio are changing agen- 
cies, our thoughts turn to those clients 
who have maintained long-term rela- 
tionships with agencies and will con- 
tinue their relationships indefinitely. 
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Stress To Be Put 
On Dollar Value 

CHICAGO, Jan. 24 flR.— News- 
papers are planning a "frontal 
assault" oa te)'-visi' n in the baf 



ments and in the institution of adver- 



tismg. 



"Taking our cue from the wisdom 
in AAAA's statement, we would like 
to suggest that if the newspapers, 
through the Bureau of Advertising, 
devote their manpower and budgets 



Applause 



It can't always be achieved, but this 
is the ideal in advertising. For new, 
creative thinking achieved by an agency 
switch, you can find countless benefits 
attained through a consistent relation- 
ship with the right shop. 

Think of the hours of briefing of 
new people down the line from ac- 
count men. to copy writers, to time- 
buyers to research department people. 
They are non-productive hours length- 
ening into weeks, all dedicated to cor- 
recting mistakes of the past. How 
much better it is to work out means 



to building and promoting newspapers, 
as opposed to negative and unwar- 
ranted attacks on competing media, all 
advertising would be better served." 

We think that the Bureau of Adver^ 
tising will gain immeasureably if it 
heeds the counsel of TvB's Oliver 
Treyz. If it does not, we will be treat-, 
ed to a spectacle during 1956 ol 
charges and counter-charges in which 
the newspapers will find themselves 
hopelessly outgunned. Frank E. Pelle- 
grin, a veteran sales executive and 
vice president of H-R Television, 
painted this picture for SPONSOR ol 
the hopeless tack on which newspapers; 
have embarked. Again, we hope the 
newspapers will heed the warning: 

"How wildly inconsistent it seems 
to 'sell' a constructive force like ad 
vertising with the basically destructive 
'approach' of the ANPA Bureau. 

"Can you imagine a newspaper 
salesman's approach to 'major spon- 
sors' based on showing them how- 
stupid they were to put their 1955 
budgets into tv (and this in the face 
of unprecedented sales and profit 
peaks by U. S. business in 1955) ; on 
proving how the newspapers' 'major 
research projects' have shown how 
little impact tv has on viewers! 

"If this isn't a travesty on sales- 
manship and a waste of good research 
money, heaven help us all! 

"We think American businessmen 
prefer in 1956, as always, to hear what 
is good about a medium; what it can 
do for its sponsors' product; how il 
can build the world's greatest econo-j 
my even greater. 

"Television has done exactly that 
We see no need to change our ap 
proach in 1956." 



of keeping the agency-advertiser rela- 
tionship on a self-correcting basis. 

In our opinion it's as much the re- 
sponsibility of client executives to 
work at preserving the agency-adver- 
tiser relationship as it is the responsi- 
bility of agency management. And to 
all those in agencies and advertising 
firms who have maintained long-term! 
lelationships, despite the tensionsj 
which are part of any fast-moving 
business, our applause for a job inj 
human relations well done. 
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Kansas City's CBS Radio Affiliate 
on 810 kc. with 50,000 watt coverage 



KANSAS CITY 



K \ K 
C \ C 



i 



SYRACUSE 



PHOENIX 



1 



T 



T 

k A 



o \ o 



RADIO 

810 kc. 
CBS 



TV 

Channel 5 
\. CBS 




RADIO 

- 620 kc. \ Channel 
^ ABC 

t.pr.>«>il«<t by KATZ AOINCY INC 



iOMN 8LAII! & CO. SIAIR TV, INC. 



MEREDITH ;?<iriii» W ldwi44a*t, STATIONS 
affiliated witii Better Homes and Gardens and Successful Farming magazines 



KMBC-KFR 



Farm Service Programming 




in the [Heart) of America! 



M O 



The KMBC-KFRM half-millivolt con- 
tours cover some of the richest, most 
productive farm land in the United 
States! Much of the total money spent 
for goods and services in this area 
comes directly from farm families — 
and many millions more are spent by 
people whose incomes are derived indi- 
rectly from agriculture. 




JIM LEATHERS 



Because farming is so important 
to so many in the Heart of Amer- 
ica, farm prog'ramming receives 
prime attention on KMBC-KFRIM. 
Two full-time farm experts, Phil 
Evans and Jim Leathers, have 
built KMBC-KFRM rural listener- 
ship into one of the most respon- 
sive fai-m audience groups in the 
nation. Their 5:30 to 7:00 a.m. 
"RFD" Farm Service Pi-ogram and 
their noontime market, livestock 
and farm news reports on "Dinner- 
bell Roundup" reach farmers dur- 
ing the top rural listening hours. 

Evidence of KMBC-KFRM pull- 
ing power was dramatically dem- 



onstrated last fall w 


hen 


a major 


fertilizer manufacturer 


reported 


the following cost - 


per 


- inquiry 


breakdown on a fi-ee booklet of- 


fered regionally: 




Cast 


Medium 




Per Inquiry 


KMBC-KFRM 




S .90 


Radio Station A 




1.12 


Radio Station B 




1.46 


Radio Station C 




3.77 


Farm Paper A 




4.15 


Radio Station D 




4.17 


Farm Paper B 




5.11 


Farm Paper C 




5.41 


Farm Paper D 




7.13 


Farm Paper E 




8.82 


Farm Paper F 




12.16 




SURVEY-PROVED, FIRST IN FARM RADIO PREFERENCE! 

Further proof of KMBC-KFRM farm market domination came during the 
nationally famous American Royal Livestock & Horse Show in Kansas City 
last October. To evaluate farm radio preferences, a special college-trained 
marketing unit interviewed more than 800 Royal visitors from farms in 
Western Missouri and the State of Kansas. The results, tabulated below, show 
KMBC-KFRM leads all competition in preferred farm service programming. 



Ta what stations da yau listen far Radio Farm 
Editors and Market Reporters? 



To what station do you listen most 
for news— General News? 





KMBC-KFRM 


36Z 


SOX 


Station A 


23Z 





/% 

J% 



On what station do you depend most for Form 
Information Service? 




Stotion B 
Station C 
All others 



KMBC-KFRM 
Station A 
Station B 
Station C 
All others 



V/////////7] 20% 

To what station do you listen for Form 
Information other than Morket Reports? 




PHIL EVANS, KMBC-KFRM Farm Service DIrectJ 
spects his flack of prize White Legharns at one 
KMBC-KFRM Service Farms near Stanley, Kansas' 
knawn as the Dean af Midwestern Farm Broadccc 
is a practical farmer as well as a shrewd agria.1 
analysist— o happy cambinotion which mokes fj 
fhorifafive reparting fa his thousands of rural list i 



JIM LEATHERS, Associ- 
ote Form Service Direc- 
tar, tapes an on-the- 
scene interview far one 
of his popular daily 
broadcasts fram the 
Kansas City Stockyards, 
Jim eats, sleeps and 
breathes farming. His 
keen insight into agri- 
cultural prablems gives 
the Midwest farmer fac- 
tual informatian heard 
only an KMBC-KFRM. 



CONTRACT RENEWALS REFE 
SPONSOR SUCCESS 

Account longevity is still another exampliDl 
effectiveness of KMBC-KFRM farm pi?r; 
ming. Staley Milling Company has spis 
twice-daily broadcasts for 16 years — 8,0 > 
secutive shows! Pioneer Hybrid Seed On 
been on the air with more than 9 years f 
tinuous broadcasts. Kansas City Livestock Ir 
ests have a five-year record of successfu id 
tising on KMBC-KFRM. Other long-tiir f 
advertisers could be added to this list — e'h 
a powerful testimonial for the results f;ni 
vertisers get on KMBC-KFRM! 

Remember, farm service is just one segar. 
the well-balanced, result-getting radio pgr 
ming on KMBC-KFRM. For up-to-the-mi: tt 
tails on the "New Sound" of KMBC-KF:\I 
your Free & Peters Colonel. 




MBC 0^ Kansas City 
KFRM^ the State of Kans 



Li.i'ijfi, the Swing is to KMBC-TV^ Ka/isas City's Most Foiverful TV Staliuii! 
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